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BLS’ New Living 
Costs Standards 


Even Cover Beer 


34 Cities All Show 
C.O.L. Over $3,000; 


Rough Proofs 


Ford is letting auto buyers de- 
sign their own cars by filling out 
, chart showing the features they 
vould like best. 

Has Buck Weaver changed jobs 
ately? 


, wee 


“In Chicago,” reports AA, “Lo- 
‘jllard will air the Cubs schedule | ° ° 
wer WIND with Bert Wilson as. Washington Highest 
announcer.” 

That is, if poor old Bert can re- | WASHINGTON — Using a newly 
sover in time from the pasting the developed yardstick of an Amer- 
Yhicago Cardinals gave the Bears. |ican “standard of living,” Bureau 
of Labor Statistics last week told 
Congress that costs for an “ideal” 
family of four have climbed well 
beyond $3,000 in the least expen- 
sive of 34 large cities. 

Even at June, 1947, prices—and 
the budget is up 2% to 4% since 
| then—the BLS family could obtain 
the master shopping list of goods 

Plans to eliminate one of the|and services only if its income 
two 15% agency commissions | ranged from $3,004 in New Orleans 


' % V¥ 


“One of the country’s abler copy 
writers” advertises, “I have five 
zreat copy ideas!” 

Hold on there—one at a time, 
please! 


fe 


papers and radio stations in the expensive city. 

Philippines have revealed the lo-| The yardstick itself is fully as 
cation of the agency man’s Garden | interesting as the cost data. 
of Eden. | Two and a half years in the 
|making, “City Workers’ Family 
| Budget” provides the ‘ideal’ fam- 


“Court decision gives Varga girl |. : ; 
to Esquire,” says a news story in| ily with carefully proportioned 


A ”. | quantities of the things necessary, 
the world’s greatest advertising |} sclantific prade tet ond a 


journal. ‘ A 
' : P ..._| munity taste, for “modest but ade- 
And just about the ideal thing | quate” living. 


to slip in a Christmas stocking, too. | 
Not a Minimum Budget 


. &- 9 


demonstrates that grocery adver-|sense that the family cannot get 
tisers haven’t been using the best| along with less by economizing 
copy appeal and layouts developed | at various points or escaping some 
by the continuing readership |of the items—such as medical ex- 


study. pense. 
Oh, well, business is too good,| He views it as a compilation of 
anyway. 'the things a family needs for the 
- % * kind of living considered proper 
The Council of Advertising |2%4 normal in these communities, 


and any compromise, he explains, 
is at the cost of “deficiencies” of 
things the family ordinarily needs. 

The budget assumes a “going” 
'family complete with all its “cap- 
|ital’” equipment—housing, clothing 
and other goods. Under it this 
family gets all the “necessities” 


Agency Librarians has been or- 
ganized in New York, and at least 
one subject it should have no 
problems with is circulation. 


a ee 


Westinghouse is now offering a 


budget families are able to oper- 
jate used cars; 
According to Ed Noble, “You | sional vacation trips, and all are 
couldn’t program a network for | allowed up to two pounds of meat 
Bach and Sophocles 24 hours a} per person per week. 
day and get anybody to listen.” | Nevertheless, the budget family 
Live talent or transcriptions? (Continued on Page 50) 
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| 
“Typesetting wanted,” adver-/ Readers + ae 


Uses a Chicago printer. 
Just on a hunch, why not call) 


Up a newspaper or two? 


ideas in ‘Voice,’ Page 
42. Other features: 


ruck drivers, magazine ads of | Ad-libbing | 
the ATA are saying, are solid | Advertising Market Place 
Citizens and taxpayers. | Chain Store Figures. 
Even a down-trodden taxpayer | Coming Conventions 
v turn out to be a he-man with | Creative Man's Corner 

on his chest. | Department Store Sales 

Editorials 

Farm Publication Figures 
| Getting Personal ......... 
Information for Advertisers 


7 FF 
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ie big hit of the recent show 


of the Automotive Services In-|!n Washington . 31 
Cu ‘ries was an exhibit which dis- a Figures = 
pense fi ituaries Satara 

ed every known hangover Photographic Review 47 | 


rer edy. This is indeed the age of 


Rough Proofs .... | 
sm. 


Salesense in Advertising 


Copy CuB. | You Ought to Know. . 


which have been paid by news-| to $3,458 in Washington—the most | 


iil ts | Labor Statistics Commissioner 
The Bureau of Advertising |Ewan Clague emphasizes that this | 
shows a new slide film whichis not a “minimum” budget in the | 


handsome automatic Coca-Cola ; Ith. raisi hild , 
dispenser for installation in indus- for health, a = 9. — 
trial plants. tenance of its “capital” belong- 
The pause that refreshes is ings, and normal amusements | 
everywhere. and social activities. Many of the 


others get occa- | 


The Hondyhot Portable Washer... 
fg the Gear homed 6 


Sn 


of them will be 10% or less. 


ae newcastle 


CHCASO CLOKTONE Samurac tonne ComPaaT curtaee 8, 


pansion. 
INTRODUCES LINE—This two-color 
page in The Saturday Evening Post 
started a consumer campaign to intro- 
duce the 26 Handyhot appliances of- 


meet changing situations. 


Major Advertisers Plan 
Larger Budgets in 1948 


29 of 48 to Expand, While 13 Are Unchanged; 
Higher Costs Are Principal Reason 


By LAWRENCE M. HUGHES 


NEW YorK — Most major national advertisers will have 
larger budgets in 1948 than in 1947. 


Although a few increases range from 25 to 100%, the bulk 


4 “Higher advertising costs” 


ranks slightly ahead of 


“greater sales expectations” as the principal reason for ex- 


Nearly all are keeping their advertising plans flexible to 


AA draws these conclusions 


fered by Chicago Electric Mfg. Co., 

Chicago. The drive, through LeVally, 

Inc., includes other magazines, business 

papers, point-of-sale displays and direct 
mail. 


General Foods 
Reports Favorably 


on Video's Values 
Big Audience, High 


Greene Predicts 
Machines to Vend 
$2 Billion a Year 


CuHIcAGO — Vending machines’ 
annual take will total $2 billion 
|within five years, or twice as 
'many pennies, nickels, dimes and 
/quarters as they get now. 

This prediction was made here 
last week by Robert Z. Greene, 

. ' president of the National Auto- 
Recall Shown; GF s matic Merchandising Association. 
The NAMA held a four-day con- 


Plans Undecided | 
|/vention and exhibit at the Palmer 


New York—Television set own- House attended by more than 1,000 
ers in the metropolitan area keep Vending machine operators and 
their sets tuned in an average of |125 manufacturers. 

17 hours weekly and many of | 
|them remember not only the name portant method of distribution for 
of the sponsor paying for the en- America,’ Mr. Greene declared, 
‘tertainment but the selling point pointing out that at the rate of 
‘of his commercials as well. /present production, operators will 
| These are among the findings| have invested more than $500,- 
‘made public by General Foods |000,000 in new equipment within 
Corporation, which has completed | the next five years. At the end of 
probably the most thorough re- | that period, he said, some 60,000 
search job ever attempted in tele- | people will be directly engaged in 
‘vision, covering all video pro-|operating the machines and many 
| grams on New York’s three sta-| thousands more will be employed 
‘tions for the period Sept. 21-Oct.|in manufacturing operations. 

4. The study was made by Ben- He pointed out that the oper- 
‘ton & Bowles and Young & Rubi-|ators will soon have soft drink 
(Continued on Page 49) | (Continued on Page 54) 


Last Minute News Flashes 
Lustron Corporation Appoints Leo Burnett Agency 


CoLtumBsus, O.—Lustron Corporation, which recently placed nearly 
$3,500,000 in orders for machinery to be used in mass production of 


porcelain enamel steel houses, has appointed Leo Burnett Company, | 


Chicago, as its agency. Lustron has a backlog of orders and pending 
commitments covering its potential production of low-cost houses for 
many months to come, but advertising—keyed to long-range opera- 
tions—has been made an integral part of the company’s basic mar- 


air their opinions and | keting program. 


‘C&O Series Gives Advice to New York Central 
CLEVELAND—The Chesapeake & Ohio Railroad is starting a series 
of “memoranda” to the New York Central to run in large space ads in 
75 key city newspapers including on-line cities of both roads. As 
the largest stockholder in the Central, (although the ICC still hasn’t 
| seated it on the Central board) the C&O plans at least four advisory 


44| ads: on through trains to the West Coast, better commuting service, 
16| better dining car service, and better equipment. 
12 


Kenyon & Eckhardt 
is the C&O agency. 


| % Video Maker to Promote New Home Sets 


New YorK—vUnited States Television Mfg. Corporation, previously 
| an exclusive producer of large-size sets for bars, will push its new 
| home table models through a cooperative newspaper campaign start- 
ing in February. The budget has not been completed but is expected 
to be around $250,000. The drive, via Huber Hoge & Sons, will in- 


1g clude business publications. 
. 24 


(Additional News Flashes on Page 55) 


“We have created a new, im-| 


from analysis of replies from 48 
leading advertisers — representing 
,about 35% of 137 advertisers in 
the $1,000,000-and-more expendi- 
ture bracket—who were queried 
for this annual advertising plans 
roundup story. 

Twenty-nine of the 48 expect 
to spend more money for advertis- 
ing in 1948 than in 1947. Thirteen 
would spend about the same, four 
less, and two were undecided. 

Among those in the larger- 
spending group who gave rea- 
sons why they will spend more— 
and some gave several—higher 
costs were cited by 16; greater 
sales expectations by 15; more com- 
petition by six, and new products 
by three. 


Many Industries Represented 


The 48 who replied include 11 
in drugs and toiletries, nine in dis- 
tilling, eight in food, five auto- 
/motive, three oil, three fountain 
|pens, two tobacco—and one each 
\in aluminum, beer, chemicals, 
Prtenes a, machinery, metal “kit- 
chens,” and waxes and polishes. 
Including several concerns 
| which spend from $5,000,000 to 
| $20,000,000, these 48 probably have 
a combined expenditure in all 
| (Continued on Page 52) 


‘Life’ Grosses 
$108,000,000 
in Record Year 


NEw York — The 11-year-old 

| Life magazine in 1947 has become 
the first single advertising medium 
|to pass the $100,000,000-mark in 
/combined gross advertising and 
|circulation revenue. 
Preliminary figures indicate that 
| Life’s advertising revenue will 
total at least $75,500,000 and its 
circulation revenue about $32,500,- 
000, for a total of more than 
/ $108,000,000. 

Actually, the Life people be- 
lieve the total to be $108,014,500. 

The magazine is expected to 
carry 3,881 advertising pages in 
1947 as against 3,550 in 1946, when 
its gross advertising volume was 
about $56,000,000. Its rates today 
average about $20,000 a page. Life 
currently guarantees 5,200,000 cir- 
culation. Its paid circulation aver- 
age in the first half of this year 
was 5,352,868. 

Life’s gross advertising revenue 
of $75,500,000 this year will ex- 
ceed that of National Broadcast- 
ing Company or Columbia Broad- 
casting System, or all national 
advertising in outdoor. 
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FCC Gives ‘News’ 
Another Chance 
for FM Channel 


WASHINGTON—That stormy com- 


petition for FM channels in New | 


York City was thrown open again 
last Wednesday when the FCC 
bowed to protests from the New 
York Daily News and set aside a 
“final” decision of Oct. 21. 

FCC conceded that two com- 
missioners who had not heard oral 
argument of the case ought not 
to have voted in an action which 
withdrew the channel tentatively 


|over to the Radio Corporation of 


Nov. 10). 

FCC did not comment on an ad- 
ditional News charge that former 
Chairman Charles Denny Jr. ought 
not to have participated in the| 
New York case, decided after he 
had accepted a job with NBC. 

The commission will hold a new 
set of oral arguments Jan. 12, 
when the News will be free to try 
to recapture the channel turned 


the Board of Missions and Church | 


| Extension of the Methodist Church | 
by a majority which said the re- |, 
‘ligious applicant should be pre-|} 
ferred over a newspaper applicant | 


| 


assigned to the News in a “pro- | 


posed” decision last April (AA, | Joins Pan American 


MAGIC WORDS 


|in this instance. 


} 


Martin Nierman, formerly with | 


DuMont Television Laboratories | 
and Stations WNYC and WGYN- 


ABC Gains 1%: 
NBC and CBS 
Hold Their Own 


MBS Off $3,673,651 
for 1947; ABC 
Reaches New High 


New York — American Broad- 
| casting Company, 


Advertising Age, December 22, 1947 


jin 1946, registered a drop of $3,- 
| 673,651, reporting gross time reve- 
nue of $22,260,000 this year. 

| Year-end reports have not yet 
| been released, but gross time sales 
for the four major networks are 
‘expected to be approximately 
/$190,000,000, as compared with up- 
|/wards of $192,000,000 last year. 


Spot Radio Lifts Total 


| 


| Despite this drop in network 
|time revenue, national radio ad- 
|vertising expenditures showed an 
‘increase over last year, according 
ito the National Association of 
| Broadcasters, thanks to gains in 


whose gross/ national spot radio which it esti- 
| time sales reached an all-time|mates at $140,000,000, compared | 
‘high of $43,548,057 for 1947, looks with $120,000,000 in 1946 (AA, 


like the network of the year from Dec. 8). 


the financial point of view. 


Percentagewise, ABC’s sales 


NBC never discloses its fiscal) W@T@ UP 7.22% over last year. 


Hog ~TWE GREAT LAKES’ GREATEST! 


NEW TOLEDO COAL AND ORE DOCKS 


ee “sae eee @ 
FOR 1948—The New York Central and 
| Baltimore & Ohio railroads used this 
newspaper copy to bid for 1948 traffic 
| through the new facilities they are 
building jointly at Toledo. Annual ca- 
pacity of the docks will be 20,000,000 
tons of coal, 4,500,000 tons of ore. 


standing; CBS expects the year’s | This was due partly to a healthy 


FM, New York, has joined Pan _ : 
American Broadcasting Company,|gross revenue to: be about the |daytime business, sparked by the 


New York, representative of for- | |Paul Whiteman daily session—an 
eign and Alaskan radio stations, same as inst: Year ($60,063,905), | our program backed by four ad- 


That Sell by Mail! 


Let us put to work for you certain ‘‘magic’’ 


33-Day Newsprint 


advertising agency with a st 
Established 1926. 


an aarens cospaaey > aml as account executive of the three- | When it took a 9% drop from the | vertisers, all of whom have re- Supply: ANPA 
26-B West 48th St., New York .9. Now York station Alaskan Broadcasting Sys- preceding annual period. Mutual, | newed. New YorK—The American 
pecsee_ oes in which scored a sales gain of 25%) In addition, the 264-station | Newspaper Publishers Association 


Oh, they’re salesmen...they always do that 
when they enter the rich IOWA territory! 


Yes, lowa is fertile ground for sales—because 
you can reach the whole state as easily as you 
reach one city! The Des Moines Sunday Register 
brings you 67% of the state-wide market in one 
newspaper—a bundle of buying power that ranks 
with the top 20 cities in America. You can reach 
it for a milline rate of only $1.66. 


ABC Circulation March 31, 1947: 
Daily 365,559—Sunday 480,803 


THE 


DES MOINES 


REGISTER ann TRIBUNE 


a7 Te ay 
| Minty “nnn 


~“ 


PACKAGES A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


|American network night schedule 
was augmented by the addition of 
|shows for the General Electric 
Company, the American Express 
Company, Noxzema Chemical 
Company and American Tobacco 
Company (Lucky Strike’s can- 
cellation of the Jack Paar show 
will affect next year’s billings, not 


e | this year’s). 


CBS May Be ‘Shade Off’ 


Columbia’s reported time bill- 
ings for 1946 were $60,063,905. An 
official estimated that the figure 
for 1947 will be about the same, 
“maybe just a shade off.” CBS’ 


* | biggest setback came at the start 


|of the fall season when several 
Hage coat sl programs—Rex- 
jall Drug Company’s Jimmie 
| Durante, Eversharp’s “Take It or 
Leave It” and the Lucky Strike 
|““Hit Parade”—moved to NBC. 
| On the credit side, CBS picked 
up two new shows from Campbell 
‘Soup Company, two from Coca- 
'Cola Company, and one each from 
ithe Chrysler Corporation, Lever 
Bros. and Thomas J. Lipton, Inc. 
Meanwhile, Procter & Gamble 
moved Lowell Thomas back to 
|CBS from NBC and Miles Labora- 
|tories shifted “Lum ’n Abner” to 
|Columbia from ABC. 
| Although NBC releases no fig- 
ures for publication, Publishers 
Information Bureau reported that 
network gross billings for the first 
10 months of 1947 were $53,898,- 
418. NBC probably registered a 
slight gain for the entire year. 
PIB’s figure for NBC for 12 
months of 1946 was $66,434,486. 
Despite its tremendous gains in 


the year dropped about 12% from 


\last year’s all-time high of $25,- | 


933,651. 


| ‘Drive-Inn’ Presents 
‘Expansion Program 


| Drive-Inn Restaurant and High- 
way Cafe, Los Angeles, published 
by Roy L. Stevens, 


Angeles, as co-owner and co- 
editor. Mr. Stevens will continue 
as editor. Edward R. Lefler, for- 
merly with Time and Life, will be 
in charge of circulation; Harry 
_Bonnell, sales; James Gannon, ad- 
| vertising; Paul Fuller, manage- 
ment; Gordon Behn, research; and 
Don May, formerly with Holiday, 
art. 

The December issue, in a new 
format, traces the history of the 
publication, and explains the ex- 
pansion program for 1948. 


Codel Heads Katz Video 


Edward Codel, former presi- 
dent and publisher of Telecasting 
Publications, Inc., has been named 
to head the newly organized tele- 
vision department of the Katz 
Agency, radio station representa- 
tive. 


B |cooperative program sales, which | 
|}are backed by upwards of 1,650 
|local sponsors, MBS’ billings for | 


has added | 
Publishers’ Consultants, Inc., Los | 


reported last week that at the end 
|of November reporting dailies had 
33 days’ newsprint supply on hand 
and in transit. This supply was 
three days less than that of Oc- 
tober, but two more than Novem- 
ber, 1946. 

The newspapers reporting con- 
sumed 338,012 tons of newsprint 
in November, 1947, compared with 
291,517 tons in November, 1946, a 
gain of 15.9%. 

Total newsprint consumption 
for the first 11 months of the year 
is estimated at 4,441,838 tons. 
During the first 11 months the re- 
porting newspapers used 3,242,- 
542 tons, an increase of 14.1% 
over the same period in 1946. 


Sales Managers to Meet 
| A sales managers’ conference, 
sponsored by the Advertising and 
Sales Club of Toronto with the 
cooperation of the National Fed- 
eration of Sales Executives, Cana- 
‘dian Advertising and Sales Fed- 
/eration, affiliated advertising and 
sales clubs in central and western 
|Ontario and the Sales Research 
'Club of Toronto, will be held in 
the Royal York Hotel, Toronto, 
Jan. 8. 


‘Names Blaco Agency 


| Blaco Advertising Agency, To- 
ledo, has been named to direct the 
ladvertising of F. W. Wakefield 
Brass Company, Vermilion, O., 
manufacturer of lighting fixtures. 


BUSINESS 
WIEN IN 
| ADVERTISING 


Proper plans for advertising 
rest on adequate knowledg: 
of the client's policy, purpos¢ 
| and profit. 


These determine what may 
be wisely invested; what ma 
be judiciously attempted. 


Then practical creativ« 
thinking is combined with the 
artistic ideal of “how to say it 


This is best done by bus 
ness men in_ advertising 
aware that the client's succe 
is based on taking in mor 
than he pays out 


IT DOESN’T 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.e ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 


PAY 
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FAIRCHILD BUSINESS PAPERS ....SERVING BIG BUSINESS... THE HEART OF BUSINESS NEWS ' 


up from grass roots 


The foundation of the New Fairchild Building was laid 
in 1946; but its tradition took root back in 1890. 


57 years ago—in Chicago —E. W. Fairchild was 
doubling in brass. Wholesale drummer and trade 
paper editor, he was combing the towns and country- 
side in a horse-and-buggy . . . making down-to-earth 
contacts with retailers that produced down-to-earth 
business news. He deviated sharply from puff-sheet 
publishing, because he stubbornly maintained — that 
far back — that a business paper's salvation lay in 


_ printing the news. 


WOMEN’S WEAR DAILY 


57 years ago he bought the Chicago Apparel Gazette. 
It served the men's apparel trades west of the Missis- 
sippi. It grew rapidly because of its ‘‘factual business 
news."’ An Eastern Edition was added which later 


DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


became Men's Wear — the magazine as indigenous 
to its field as ham is to eggs. 


In 1893 the Fairchilds produced a mimeographed spot 
news sheet for the convenience of retailers and whole- 
salers who visited the Chicago World's Fair in droves. 
It was so popular that it became the Daily Trade 
Record . . . moved to New York and later changed its 
name to the Daily News Record. The latter added a 
section devoted to the bustling new women's ready- 
to-wear industry. That was the beginning of Women's 
Wear Daily — sprigged off in 1910 as a separate 
newspaper . . . just as Retailing sprigged off Women's 
Wear Daily many years later. 


57 years of creative publishing . . . one sound job 
leading to another . . . each job completely trained to 
serve its industry before weaning. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS 


FAIRCHILD BLUE BOOK DIRECTORIES 
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{opinions of other media concern- 
\ing magazines. 


Magazines Plan 
January Meeting  niitmanship of J. W. Mephesrin, 


New YorkK—The national maga- | American Druggist, and Godfrey 
zine forum scheduled by the Na-| Hammond, publisher of Popular 
tional Association of Magazine|Science, is supervising general 
Publishers for the Waldorf-Astoria | program features. 

Jan. 15-16 will have as its theme| The policy committee, headed 
magazines as an educational force.|by Mr. McPherrin, includes Mr. 

Several panel sessions are| Hammond; Stanley Clague, Mod- 
planned, on both business outlook | ern Hospital; Andrew J. Haire Sr., 
and magazine responsibility, in-|Haire Publications; George J. 
cluding a session devoted to the Hecht, Parents’ Magazine; Mal- 


colm Muir, Newsweek; Elliot D. 
Odell, Fawcett; Marvin Pierce, 
McCall’s; M. A. Williamson, Mc- 
Graw-Hill; Harold A. Wise, Mac- 
'fadden; Paul Wooton, Chilton; 
|Philip Zach, Capper, and Arthur 
‘S. Moore, Hearst Magazines. 


‘Adwomen Elect Freeman 


| Vera Freeman, Canadian Street 
Car Advertising Company, has 
'been elected president of the 

Women’s Advertising Club of 
| Winnipeg, Manitoba. 


| 


Advertising Age, December 22, 1547 


Form New NY Agency 


Creative Management Services, 
Inc., a new public relations and 
advertising agency, has been es- 
tablished at 509 Fifth Ave., New 
York. Charles D. Mack is in 
charge of client advertising and 
public relations. 


Gray Elects 2 V.P.s 


Don F. House and Ralph G. 
White, both account executives, 
have been elected vice-presidents | 
of Russell T. Gray, Inc., Chicago. 


Do YOU know where all 


the babies come from? 


One baby is worth $84 the first year to any retail druggist. And 
that’s only the beginning! That's why you'll find so many of 
the big volume drug stores in farm trading towns today. Farm 
families are bigger. For instance, there are 39% more children in 
our families than in urban-magazine families. Farm folks have the 
money to spend to bring them up right—by recent reports, 30 BILLION 
DOLLARS CASH INCOME THIS YEAR. Any way you look at it, 
it's a big market, worth cultivating. And farm magazine subscribers 
are the better customers of your own best retailers. We're BIGGEST 
in the country—according to Starch the 4th largest family magazine 


BIGGEST —in 


READ IN 2,650,000 HOMES 


audience in the United States—and even we don't reach them all. 
We'll gladly show you the facts on farm families, babies and home- 
keeper readership. Just give us a call—we'll trot them over. 


ITU's Norristown 
Strike Ends, but 
Others Continue 


CuiIcaco — Union printers here 
and in six smaller cities con. 
tinued their strikes against news- 
papers last week, but those who 
walked out 10 days ago on the 
Times-Herald, Norristown, Pa, 
went back to work on the news. 
paper’s terms. 

Times-Herald executives said 
members of the ITU local re- 
turned to work alongside 12 non- 
union typesetters hired when the 
strike started. It was said that the 
best printers, union or non-union, 
will be retained. 

William H. Shelton, business 
manager, said no contract has 
been signed with the local, for the 
$7.50-per-week raise granted 
them, because the local is pre- 
vented by the ITU from entering 
into a contract. 

Elsewhere, strikes continued 
quietly, with Chicago metropoli- 
tan dailies and those in Hammond, 
Ind.; Bartlesville, Okla.; Abilene, 
Tex.; Jamestown and Rockville 
Centre, N. Y., and Allentown, Pa., 
continuing to publish photo-en- 
graved editions. 


Toronto Pressmen Strike 


Last Monday the first ITU strike 
involving “no contract” wage de- 
mands on commercial printing 
shops started in Seattle. The union 
called a walkout after receiving 
an offer of $5-per-week in wage 
raises, which would bring weekly 
wages up to $80 a week. The 
union demands $90, without a 
contract. 

In Toronto last week 600 print- 
ing pressmen struck in commer- 
cial shops for higher wages and 
new work rules. This is expected 
seriously to affect magazine pub- 
lishing. 

Among those hit and ceasing to 
publish are Canadian Home Jour- 
nal, Farmers’ Magazine and Sat- 
urday Night, published by Con- 
solidated Press. Canadian Homes 
& Gardens, Chatelaine and May- 
fair, MacLean-Hunter publications, 
at least will be delayed. The 
pressmen seek $1.42 more per 
hour. 


Early Settlement Not Likely 


Question has arisen in Washing- 
ton as to the possibility that the 
NLRB might ask the courts to is- 
sue injunctions directing the ITU 
to stop interfering with its locals 
attempts to sign contracts with 
publishers. The labor board’s gen- 
eral counsel, Robert Denham, !1as 
not indicated whether he will seek 
such a stringent order or not. Such 
a directive could be issued, per- 
haps, if the broad public interest 
were involved. 


Karm Journal 


the 


country 


FARM JOURNAL INCORPORATED 


also publishers of PATHFINDER 
— America’s 2nd Largest news magazine 


GRAHAM PATTERSON e PRESIDENT 


"PHONE US AT: NEW YORK: MURRAY HILL 3-7189 «© CHICAGO: CENTRAL 0475 © PHILADELPHIA: LOMBARD 3-5820 « CLEVELAND: SUPERIOR 4275 « DETROIT: MADISON 7893 


PACIFIC COAST, c/o W. F. COLEMAN CO. e 


LOS ANGELES: TUCKER 1078 « SAN FRANCISCO: EXBROOK 159 « 


SEATTLE: ELLIOT 4315 « 


PORTLAND: VERMONT 4187 


Except for this possibility, li'tle 
‘chance is expected for eat'y 
| settlement in or out of the court 
on the ITU “no contract” position 
Hearings scheduled by the NI* 
on various publishers’ compla nts 
would take months; it might be 4 
year before the ITU strike cou 
be broken by successful follow -' 
of such procedures before gove' 
mental bodies, publishers say. 

The Chicago Journal of ©” 
| merce reported its circulati 
‘about 36,000—has fallen off 
‘about 100 copies a day during ' 
'strike, but the other dailies 
selling up to 30,000 copies f¢ 
| An attempt by Chicago’s M 
Martin Kennelly to bring 
|newspapers and ITU close! 
| settlement was not given 2 
'chance of success. 


R&R Seattle Moves 

| Ruthrauff & Ryan, Seattle, 
moved to new and larger qua 
in the Northern Life Tower. 
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More men wear this 
shirt than any other 


The men who buy this brand have 
seen it advertised in The Saturday 
Evening Post more than any other 
shirt. That’s also true of America’s 
best-selling film, alarm clock, soup 
and light bulb. In fact, you’ll find 
that the leaders in every line are 
supported by Post advertising. 


People like to read advertising in the Post 
—far more than in any other magazine 
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6 
Publishes Radio Manual 


Medill School of Journalism of 
Northwestern University, Evans- 
ton, Ill., has published a new 
handbook, entitled “Radio News 
Handbook,” for the writing and 
editing of radio news. The 64- 
page volume was prepared by 
Baskett Mosse, assistant professor 
of journalism. The handbook costs 
$1.50. 


Takes Over Tuch-Rite 


Electronic Corporation of Amer- 
ica, Brooklyn, maker of ECA 


radios and phonograph machines, | 


has assumed exclusive handling of 
the Tuch-Rite one-day system 
self-teaching course in  touch- 
typing, for world marketing. 


AW waar STU0IO SPECIALIZES 


IN CONTINUITY STRIPS 
oe 


FOR ADVERTISERS ? 


EASY, JOHNSTONE 

AND CUSHING, 
155 & 44 sr. 

NEW YORK /Z 
NEW YORK 


Franklin Forsberg 
Heads ‘Liberty’ 


New York — Franklin S. Fors-| 


berg, formerly head of a publish- 
'ers’ consultant firm, and _ vice- 
president and director of Street & 
{Smith Publications, has been 
elected president of Liberty Maga- 
zine, Inc., and appointed publisher 
of Liberty, succeeding Paul 
|/Hunter,- who will 
|chairman of the advisory com- 
| mittee. 

Homer Rockwell, vice-president 
/and director of Liberty Magazine, 
'Inc., will continue in his present 
capacity as publisher of the com- 
pany’s three screen magazines, 
‘Screenland, Silver Screen and 
Movie Show. 

Mr. Forsberg, who also will 
serve as director, joined Street & 
Smith in 1937 after being an in- 
|structor in marketing, advertising, 
selling and economics at Pace In- 
stitute, New York, and a year’s 
‘association with the Reuben H. 


. 


continue as| 


| Donnelley Corporation. He became 
general manager of Mademoiselle 
|and Charm magazines at Street & 
| Smith. 

In announcing Mr. Forsberg’s 
/new appointment, Liberty report- 
‘ed that the corporation was com- 
|pletely refinanced, eliminating all 
short-time indebtedness and pro- 
‘viding for an excellent current 
cash position and large sum of 
‘additional working capital. 


Presents New Trucks 


A completely new line of Dodge 
'“job rated” trucks comprising 248 
|basic chassis models will be dis- 
played by the company’s dealers 
early in January. In addition to 
|/many mechanical improvements, 
iseven different engines will be 
/used to power the new line. 


To Harold Warner Co. 


Lux Industries, Inc., Buffalo, 
manufacturer of Touch-O silver 
|detarnishing appliance, has _ re- 
tained Harold Warner Company, 
Buffalo, to handle its advertising. 
Trade publications will be used. 
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Publisher 


406 MONTGOMERY 


STREET 


SAN FRANCISCO 4, CAL. 


November 12, 197 


San Francisco Examiner 
San Francisco, California 


Dear Sir: 


We have put "SALES OPERATING IN NORTHERN CALIFORNIA" 


to specific use in 


our operations. 


We found that some salesmen had too many accounts and 
Also that we were not covering a portion 


some had too few. 
of our market. 


We re-organized all territories according to 


Sales Control and added to more sales territories. 


Our old program did not allow our salesmen sufficient 
time with the customer to accomplish anything. 
productive, 


Calls are far more 


FIRST 


FOR OVER 60 YEARS IN 
NORTHERN CALIFORNIA 


Now our 


Very sincerely, 


<< Pre. 


ASSISTANT 


Roy F. Peters, 


DIVISION MANAGER 


Users of ““SALES MARKETING IN THE NORTHERN 
CALIFORNIA MARKET” all agree. 


The San Francisco Examiner’s sales control gives their 


organizations a new, more efficient selling tool. 


The sales control is the first of its kind for the market. 


It covers northern Califgrnia’s 47 counties and the Reno- 


Carson City area, Nevada. It examines thoroughly the nine- 


county market of the San Francisco Bay retail area. 


SAN FRANCISCO EXAMINER 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


oe * ; 
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Social Security 
Data for Entire 
Country Disclosed 


WASHINGTON — Less than two- 
_year-old data on business popu- 
|lation, payrolls and employment 
|by major occupations in every 
|/county in the United States be- 
|came available for market plan- 
ning purposes last week through 


cooperative efforts of three gov-| 
ernment agencies and the Office | 


Equipment Manufacturers Insti- 
| tute. 

| A by-product of Social ‘Security 
reporting forms, the information 
was compiled by the United States 
Employment Service, TVA and the 
| Office of Domestic Commerce. It 
‘is available in processed form 
from the Office of Domestic 
|\Commerce through a_ printing 
|“subsidy’” from the Office Equip- 
|ment Manufacturers Institute. 


| Though in far less detail than a_ 


“Census of Business,” the compila- 

tion provides the most recent 
available detail on the number of 
| business establishments of various 
| kinds in each county, payrolls and 
‘employment — information useful 
in analyzing market potentials and 
sales quotas for each area, and for 
measuring efficiency and effective- 
ness of sales operations and adver- 
tising efforts. 


Work Rushed Through 


The compiliation reveals the 
haste with which this “gem” was 
rushed from government files to 
market research men. H. S. Mc- 
Coy, director of the Office of Do- 
mestic Commerce, said that in most 
instances his staff saved time by 
merely reproducing original ma- 
chine tabulation sheets. 

“Cracking” of Social Security 
|files represented something of a 
| triumph for marketing groups that 
have long contended that these 
“administrative” files could yield 
valuable statistical by-products. 
With the last Census of Business 
now more than eight years old, 
Commerce Department was able to 
| arrange release of the material. 

Mr. McCoy explained that the 
| published data was drawn from 
first quarter, 1946, returns rather 
ithan first quarter, 1947, because 
the required punch cards for the 
1946 period were already avail- 
able as a result of other statistical 
tabulations within the Bureau of 
Old Age and Survivors Insurance. 


Full Summaries Available 


The series appears under the 
title “Business Establishments, 
Employment and Taxable Payrolls 
under Old Age and Survivors In- 
surance Program.” One publica- 
tion contains national and state 
summaries. Other bulletins give 
complete county breakdowns for 
| each state. 

Social Security files include 
/more than 2,250,000 firms, employ- 
ing nearly 31,000,000 persons, with 
payrolls over $16 billion quarterly. 

National, state and county data 
are given .by major occupation 
groups: Agriculture, forestry and 
fishing; mining; contract construc- 


| tion; manufacturing; public utili- 
| ties; wholesale trade; retail trade: 
finance, insurance and real estate 
and service industries. 


Sub-Groups Listed 


Each major group contains »\- 
merous sub-groups. Under man- 
ufacturing, it lists 21 sub-groups, 
including tobacco, lumber prod- 
/ucts, printing and_ publishing 
| transportation equipment, petro- 
|leum and coal products, and others. 
|Retailing breaks into six sub- 
|groups, wholesaling into three. 


| service industries into 14. 
| Full definitions and explanations 
are provided in each bulletin. 
“If these statistics prove usefu] 
| to industrial and market research- 
|ers, and if adequate facilities are 
available, it may be possible to 
undertake similar presentations in 
future years,” Mr. McCoy said. 


Ad Council 
Executives Get 
New Assignments 


Council last week reshuffled its 
'executives on various campaigns 

The Army prestige campaign 
will be handled by Henry C. 
Wehde Jr., graphics director, who 
will also handle a naval recruit- 
ing program and continue to 
supervise the food conservation 
campaign, forest fire prevention 
project and the annual American 
Red Cross drive. Vice-President 
Allan M. Wilson, who formerly 
worked on Army, .is adding ad- 
ministrative duties. 

Edward Royal, in addition to the 
CARE campaign, will work on 
the Community Chest’s annua 
‘fund raising campaign. He will 
also continue on fat salvage and 
as the council’s representative on 
the United America project. 

Hector Perrier will continue to 
supervise the American Economic 
System campaign, World Trade, 
and the U. S. savings bond drive. 
Helen Crabtree will continue on 
the American Heritage program 
and the Stop Accidents campaign: 
Judy Kwis will be in charge of 
the Fight Tuberculosis drive, and 
Jean Flinner on Crisis in Educa- 
tion and Hospital Career programs. 


Keystone Adds 14 


Keystone Broadcasting System, J 


New York, has added 14 new af- 
filiates, bringing the number ol! 
KBS outlets to 313, of which 90% 
are in single-station markets. The 


new affiliates include WKLF, 


Clanton, Ala.; KSON, San Diego, § 


Cal.; WWNS, Statesboro, Ga. 
KWEI, Weiser, Ida.; WKAI, Ma- 
comb, Ill.; WJOR, Bangor, Me.: 
WAZF, Yazoo City, Miss.; KR! 
Farmington, Mo.; WBBO, Forest 
| City, and WFRC, Reidsville, N. C.: 
KSEO, Durant, Okla.; KWW), 
Walla Walla, Wash.; WLO#, 
| Princeton, W. Va., and WSBR, 5Su- 
/perior, Wis. 


‘Snyder Promoted 


Philip A. Snyder, manager 
the specialties sales of the Sta 
ford division, has been appoin' 
general sales manager of new s 
cialties division of Yale & Tov 
Mfg. Company. A plant is u! 
construction in Salem, Va., 
house the new division. 
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AN ANNOUNCEMENT OF 
MAJOR IMPORTANCE... 
EFFECTIVE JAN. 1, 1948 


The Philadelphia Mnquirer 


NOW 


HAS APPOINTED AS ITS EXCLUSIVE 
ADVERTISING REPRESENTATIVES 


THEO. W. LORD 


Empire State Building, New York City 


ROBERT R. BECK 


20 North Wacker Drive, Chicago 


GEORGE S. DIX 


Penobscot Building, Detroit 


You undoubtedly are familiar with the great advances made by 
The PHILADELPHIA INQUIRER. Tremendous increases in circulation and 
advertising have established THE INQUIRER as one of America’s greatest 
newspapers and most productive advertising forces. 


This continuing growth leads logically to establishment of exclusive 
representatives. We will thus be able to provide more direct and personal 
services for our many friends among agencies and advertisers, as well as 
the many new accounts which have discovered THE INQUIRER’S selling 
influence. We firmly believe that the hundreds of daily requests for infor- 
mation and marketing data which we receive can be better handled under 
this exclusive arrangement. 


On the West Coast, Fitzpatrick and Chamberlin, 155 Montgomery St., San 
Francisco, continue as representatives for The PHILADELPHIA INQUIRER. 


CIRCULATION: DAILY...OVER 700,000 + SUNDAY...OVER 1,000,000 


ITS 14th CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP 
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Department Store 
Profits Down, 


NRDGA Reports 


New YorK—For the first nine 
months of 1947, a representative 
group of 185 department and spe- 
cialty stores showed a decline in 
net profit to 3.9% in relation to 
sales. 

This is compared to 6.5% in the 
same period of 1946, the control- 
lers congress of the National Re- 
tail Dry Goods Association said 
last week. 

John J. Kavanagh, general man- 
ager of the congress, thinks it will 
be a continuing trend: “It is an- 
ticipated that the net profit line 
at the end of January, 1948, will 
remain from 20 to 30% below the 


They're to be found in the building 
supply industry right now. But, you've 
got to know “pay dirt’ when you see it. 


peak profit level of 1946,” he said. 
Total operating expenses in the 
1947 period rose to 30.4% of sales, 
from 27.9% in 1946; cumulative 
markdowns in 1947 averaged 
39.3% compared with 39% in 1946, 
but markdowns averaged 6.9% in 
1947 compared to 4.3% in 1946. 
The report showed that for 
stores of more than $1,000,000 vol- 
ume, total publicity expenses were 
4% in relation to sales for the 
first nine months of 1947, com-| 
pared to 3.6% in 1946. Newspaper 
costs rose to 2.4% compared with 
2.1% for the first nine months of 
1946. 


Package Shippers 
Open Vast Market 
for Fruit Gifts 


More Competition 
Is Only Cloud on 
Bright Horizon 


SEATTLE—Born in the depres- 
sion, nurtured: by the loss of the 
English and French pear market 
in 1933, and stimulated by the 
dollars of jaded gift purchasers 

Melville E. Stone, who joined |Simce the war, the gift package 
Pan American Airways in 1946,|/Shippers of the Pacific Northwest 
has been named sales promotion | this year will send out millions of 
manager of the airline, succeed-| parcels . . and pocket tens of 
ing K. C. Gunter, resigned. |millions of dollars as a result. 

Joel D. McPheron, who joined| Old, familiar stand-bys are the 
Pan-Am early this year, has been | juscious pears from Oregon and 
wait ave reasetsibtity fon henn|sigantic, apples trom Washington 
paper, eigailions aaa her Be al. me Since shippers here in the 
vertising. He headed his own ad-| Northwest inaugurated the idea, 
vertising agency in Louisville be- |™@8azine copy has offered smoked 
fore war service with the Navy. |turkey from the Catskills, select 

citrus fruit from Florida, choice | 


A ints Foulkes cheeses from Wisconsin, Vermont 
PPpo {maple sugar dainties, and more 


William R. Foulkes has been} : 
appointed vice-president and | recently, Christmas greens from 


editor of Howe Service, Inc., | he Northwest for decorations, | 
New York, house magazine editing | Strawberry blond camelias from 
firm. He was formerly editor of |California and sweet lavender | 
publications of the Prudential In- | from Nevada. 

surance Company. | Prize offer, however, appeared 


Stone, McPheron Raised 
by Pan American Air 


ae 


MW 


— eo 


) 


| 


hh 


* John S. Knight, 
Publisher 


MIAMI 
MEANS BUSINESS 


Comes to Mame --- 


The Great, Year-Round Market 


Miami's growth, one of the nation's swiftest, is more than 
just a matter of numbers. Miami families top the average 
annual earning figure by 11.6%, spend an average of 
$584 more per year on retail purchases, and constitute a 
receptive year-round audience for whatever it is you 
have fo sell. 

Yes, Greater Miami has everything . . . earning power, 
spending power, and solid one-paper coverage. You get 
ir all with The Miami Herald, first in the state in circula- 
tion and linage, and first for results in one of the nation's 
buyingest markets. 
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in the November Sunset — for 
driftwood, “for flower arranging 
and home decoration.” Readers 
who had never thought about pur- 
chasing driftwood read the spiel: 
|“Silvered grey by Pacific suns, 
curiously shaped by ocean waves 
|and shifting sands .. . an unique 
gift for artistic persons.” And all 


land $4.45, from Portland, Ore. 
Copy Style Varies 


Copy style ranges from the lush, 
|imaginative, tempting, glittering 
‘nuances of travel literature to the 
| sauuistiontion of an_ inter-office 
i'memo. A recent piece by Day & 
| Young of Santa Clara, Cal., “pack- 
ers and shippers of fresh butter 
sweet fruits,” in Fortune read: 
| “Dear Boss, Let’s Play Santa Claus 
the Easy Way.” 

Holiday shoppers with a 
crowded gift list and a dearth of 
|good ideas read the profusion of 
|four-color ads last year, the first 
big season after the war, and 


the recipients like them, the ship- 
|pers were happy, Railway Express 
sent out more than 325 cars from 
|Medford, Ore., alone, and more 
| shippers decided to jump in this 


bought. The buyers liked the gifts, | 


—— 


Theater Marquee 
Dims Wakeman 


New YorK—Admen who saw 
the marquee of the Times Square 
theater last week got a kick out 
of the double billing. It said: 

“The Hucksters.” 

“Dark Delusion.” 


Advertising Agency, 
rects his account. 
And the cooperative Apple Grow- 
ers Association of Hood River, 
Ore., an old hand in the commer- 
cial fruit business, this year en- 
tered the gift packaging field, with 
ads placed through Pacific Na- 
|tional’s Portland office. 
| Elon Gilbert, with his Snow 
Mountain Orchards at Yakima, is 
another commercial grower and 
|shipper who selects the finest 
‘apples in his packing plant for 
'gift packaging. Vance Shelhamer 
|Advertising in Yakima _ handles 
| promotion of the packages. 


| Ads Are Biggest Problem 
| Biggest 


Seattle, di- 


and most expensive 


|headache of the multi-million 


‘cream. 


year and pick up a little of the|qollar industry is the problem of 
‘advertising. Copy generally runs 
But some of the hopeful new-| somewhere between a quarter- 
comers are finding that it’s a)|¢olumn black and white to four- 
highly competitive business and|¢olor pages. But it takes a stack 
that sales costs are substantial.|of orders to make a once-a-vear 
In an effort to stay well ahead, J 


4 y business pay for art, plates and 
established companies have ex- 

|panded their lines, added new 
products, and created new com- 
binations of fine quality preserves 
and confections to go with pre- 
mium fruits. 


Start ‘Fruit-of-Month’ Club 


| 1,000,000 packages this year, went 
3 step further, and started a 
| Fruit-of-the-Month Club to pro- 
|vide a little leavening for the 
| three harried weeks when orders 
lat Johnstown in 1889. Other ship- 
| pers offer other items as far afield 
as cactus. 

Harry and David’s Christmas 
gift basket sales alone will run 
more than $1,000,000 this year. 
The baskets contain the top-qual- 


Harry and David Holmes, who | 
|operate Bear Creek Orchards at| 
Medford, and who will ship over | 


|pour in like the Conemaugh River | 


space. 

A common practice is for ship- 
|pers to split the ad budget about 
50-50 between direct mail and 
magazines. The magazine copy 
|makes sales—but at a price. Old- 
timers depend on a heavy volume 
of repeat business solicited by 
mail to keep sales costs down. 

Because of the intense competi- 
tion in the field, both shippers and 
agencies are reluctant to discuss 
media schedules, although most 
/commonly used magazines include 
Fortune (with the number of gift 
advertisers up 50% over a year 
ago), House Beautiful, Newsweek, 
|The New Yorker, New York Times 
Magazine, Sunset and Time. 

Most pleasant aspect of the 
business, from the marketing point 
of view, is the manner in which 
the quality and pack of the gift 
fruit (unequalled in normal gro- 


ity Comice pears from the Rogue |cery channels) builds new cus- 
River valley, other fruit, pre- tomers. Usually the buyer sends 
serves, candy and similar delica- | the product to a friend or business 
cies. Just to handle the clerical| acquaintance. If the recipient is 
end of Harry and David’s express | pleased, and he usually is, both he 
business, Railway Express Com- and the buyer come back the fol- 


pany has set up a special office at 
|the Bear Creek plant, employing 
|70 persons. Batten, Barton, Dur- 
|stine & Osborn, San Francisco, 
‘handles the advertising. 

| 


‘Everyone Is in Act’ 


| Virtually every major commer- 
|cial shipper in Medford is doing 
|a Christmas package business this 
year, including two old-timers, 
|Pinnacle Packing Company and 
| American Fruit Company. 
Farther north, Myron Foster of 
Wenatchee, Wash., with his famed 
Hesperian Orchards, is expected 
to do $1,000,000 worth of business 
this year, a steady increase over 
previous years. Pacific National 


|lowing year as customers. 
| It’s a sure-fire formula, but 
‘competition increases steadily each 


year. 


ee ee 
Edwards Joins Kelley 

| William R. Edwards has joined 
‘the Hamilton staff of Russell T. 
|Kelley Ltd. as assistant account 
| executive. He was formerly pro- 
‘duction manager of Stevenson & 
Scott, Toronto. 


Names O’Brien Agency 

O’Brien Advertising Ltd., Ven- 
couver, has been named to direct 
the advertising of Heaps Ens!- 
neering (1940) Ltd., general «n- 
| gineering firm. Trade publications 
will be used. 
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Fairfax M. Cone 


Faivfax M. Cone began in the advertising business in the 
promotion department of the San Francisco Examiner upon 
graduation from the University of California in 1926. 

In 1929 Mr. Cone became a copywriter and account executive 
of Lord & Thomas advertising agency in San Francisco. 

In 1938 he was made a vice president of the agency and 
manager of the San Francisco office. In 1941 he 

moved to New York where he was in charge of creative 
work for Lord & Thomas there. In 1942 he was made 
executive vice president of the agency and 


manager of its Chicago office, 


... Where I get my NEWS 


of the 


advertising business... 


99 


comments FAIRFAX M. CONE 


of FOOTE, CONE & BELDING 


The fact is, l read Advertising Age practically 


With Emerson Foote and Don Belding, Mr. 


Cone established 


from cover to cover. 


Foote, 


Cone & Belding in 1943 and since then has 


been in charge of Chicago operations and Chairman 


of the agency’s executive committee. 


Certainly I scan every column. 


Advertising Age is where I get my news of the 


advertising business, and I am constantly re- 


minded how amazingly accurate it is. 
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PALMER ASSOCIATES 51 E. 4222 St., NoY.C. dissiey seaviremen: 


PALMER DISPLAYS); 


INCE the repeal of Prohibition we have worked shoulder to shoulder with have 
S the Advertising Department of Seagram, continuously month after month and 


and year after year producing original merchandising and institutional point- Fe 
of-purchase window displays and dealer helps for Seagram 5 Crown, Seagram 7 § in o 
Crown, Seagram’s V.O. and Seagram’s Ancient Bottle Gin. Just as in the qual- some 
ity of their merchandise and in their broad-minded approach to their problems J whic 


of advertising and distribution—so in our window display promotions they cont 
tral. 
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year 

ever 

the | 


ae 


Life Display: This comfortable cardboard gentleman (in 3 
planes) did a good job for Seven Crown. 


Winter Display: A large gold foil “7” extended in an ‘ 
are brought extra attention to this scenic display. Sad 
thera dh O:eF 
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have constantly requested “only the finest”—the finest ideas, art, constructions 
and quality of engravings, lithography and mounting. 

For over 10 years—there hasn’t been a single week without service for Seagram 
in our Art Department, where we are constantly planning something new and 
something better. We accurately handle their inventories and their shipments 
which have run into hundreds of thousands of pieces. We are in daily personal 
contact with them on various matters from our office (right beside Grand Cen- 
tral Station, telephone VAnderbilt 6-5198). We have to keep very much alive to 
TEP handle Seagram’s requirements. We are proud that 1947 was by far our largest 
| —f year in volume with Seagram’s, and they tell us that our originality is better than 
ever. And so we are proud that we played our part in helping make Seagram 
the leader in 1947. 


HAT we are doing for Seagram’s we can do 
for two or three additional national adver- 
tisers—provided they do not compete with our present 
list of regular clients. We create complete displays 
that sell merchandise—and we invite advertising 


executives to find out how we do it. Our special offer: 


You can buy 10,000 exceptionally fine Window Dis- 
play Sets for approximately $2.50 each. We do it all 
—ideas, art work, 8 to 10 color lithography, mount- 
ing—no finer lithographed displays are made. Ask 


us to submit full particulars. 


Powerful Merchandising Display: First hand 
and bottle extended. Drink card locks in. 


FREE...REABY 
Seagvataing 
FISHING CALENDAR! 


A sportsman’s dream come true —six full-color masterpieces by © 
America’s leading wild-life artists — yours for the asking by special — 
arrangements we have made with Seagram's. . 

We want you to enjoy this beautiful calendar and to have a — 
sample of our Continental Quality Lithography. Send the calendar 
coUpon to Seagram direct—write us about your window Display 
requirements. * 


Because of state laws, this offer is not made te residents of the states of 
Washington, cheers, Missi or Kansas, 


-~------FREE CALENDAR COUPON.----- 


THE HOUSE OF SEAGRAM, AA-12 
P. O. Box 62, New York, N. Y. 


Gentlemen: 

Through the courtesy of Palmer Associates, please send me the 6-page hand- 
somely illustrated Seagram’s Sportsman Calendar (handling and mailing 
charges prepaid). 


Name Position 


Company Address 


14 x 20 inches. ; 
City Zone State 


EARN GM ARTO NI 


your 


nts. 


é a eee he : % ao, gee SGI ie NR 
vi 4 P wt : x este ; mn : a re Ss : Sone : ee ry ee Mes e eee 4 Be ae é 
” f ie REO ast) * atk ey aa erent YS aes ak Bes. 
: ; —_ ieee 7) ey , ee ae Pegs ad nit 
i oe 
~~ = 
. — 
> Seat 
e : % oe 
Bets 
x eee 
ata 
y i ‘df ; " “~, ¥ : 
WAG oni . 
Bok? \ ae 7 2A, 
, » Ja aa ies nai 
 Seageram’s — ; 
a @ : co 
i es a po eg : J : < cgail } : 
} | . , " . - ‘ ‘ , ‘| . as i ete é a ‘ ! 
p a j vy. Gi ~ - tae F _ ay ; 4 
eee ag A Pia Cc < ae 
=. Beast te npr hs : ee wets: g oS oil a ig a 
. ey ag ee % er ee A ee eee 
aa Peap- r : aes xa  ——— Bees. 
—Seagrams — sty, 
Seve Pine hoon | Crm | 3 
wos ’ S ey : paisa 
— Le YCF { MOU? : pLENDED WHISKEY 1% = 
 ———— a ee. ere tees aa 7 
aay : : eee 4 ye e = FO A 2 tae s 
hi} dé i : =, al wae“? od — _ . /-_ E ta ae eas ' be = 
; i i 42 ie me ic : , a EN a 
4 Obes —— . ie is Bai 
tl as sg ; ; ~ . ° a . oat i - - a a en, a ie ‘ 
a SS 
: * = — v ; 
: 4 , = : con, 6 j 3 = 
: e) - i $ Rsk * | a Se 
| 4 || CAND iam 
; Ae. # r es ag 
- =): ; ‘ “? ; fe a \ Fic : % < i Aaa 
> oa : ig i 1 Bee a? oe yg es ge 4 f | i ‘ ‘eae ‘a 
ae : ‘ ae a ~ Fae PS —_ gf PP : ae i 
i 4 T gee in, 9 ect ae = P ee ae a j 4 ae. " 
= Kg x a Wag F ” ls aires oe Ped | fi ie 
4 + ~ ee * le hes i, y _— a 
ee. ‘ ty ae & E ie ma : “af z ti aa - 
, “aa ~ . ~ — —<—,  « ,: nha j a R Sat a 
a . —— Zz Se : ot 
— 8 , i" Teele! : ; 
4 Ft . i. Ee han. ae * : ss i ee ant 
vca ‘ g ee te pS me a Bie ey 8 7 ay Yee a 
P 1948 : md hee, j 
4 SU : Stee, » eA 7 eB j ae es 
MON hy, “Wttpyy ' cx ‘ hie. 
4 WE) Tin; : 194 < a ee = <Q... z bi i a a its 
- + 5 . I Ri Sar Say. Se oe ; 3 We ‘ 
Be - 6 ~ 2 Sr - Magy ; t | a 
“e i 2 4 8 3 ¥ Mow Warsz 2. a 
Be. 1} i Q I i 2 Ny We of Ie i i I - 
i8 < .@) ae a4 » . : 3 
: Ic Is j ; 8 I ! 
‘ ; ) 20 Ne & Ig ge B ax 
| 25 i b Vin 5.6 = bee i 1% 
q TO 29.0 “ag S 6 die | 
5 / 28 249 3 24 wt 9 i8 31 | i 
| 30 22 » lo +. | * ae " 1% 
2 e Ji = 1 24 5 20 2, ; ' 1a ‘ 
hs " * : 
M nay, se 9 T 26 x5 ; 
PRY, - - ea / 28 a ‘ I eee Kidman ean ! " 
1a | 
. a f a 
= . | =, ‘ : a | j 
P a aa ie -_ _ ; a sd . * ¥ s 18 
ty ie Fe Se 
. ae pu is Td 7" , « * | 


12 


(Central 7354). G. D. CRAIN J 


BRUNS, vice-presidents. 
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Foreign 
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The British Advertising Tax 


The proposed British tax on ad- 
vertising has been withdrawn, for 
the present, but British advertis- 
ing interests have been warned in 
advance that it may be necessary 


to review the situation in the | 
|}are badly wanted for productive | noo, the Hall | 


spring. 


The proposed advertising tax | 
was not a tax on advertising at} 


chase the few goods that are there, 
and that is, in itself, obviously 
undesirable. Nor is it wise to use 
national resources, whether 
manpower or material, for this 
purpose at this time, when they 


purposes. 
“Tt is therefore desirable, in our 


all; it: was, rather, a proposal | view, that some steps should be 
under which only 50 per cent of| taken to try to curtail this ex-|cede and become suffused with Larus & Bro. writes a letter to 


any advertising budget (with 


some minor exceptions) could be | 
| Great Britain, are all too ready to 


Thus a company | accept that thesis. 


considered as a normal expense of 
doing business. 


| penditure.” 


Some people, here as well as in 


And maybe 


spending $100,000 on advertising | there is something to it at that. 


could charge only $50,000 of that) 


sum to operating expense; the re- 
mainder, not being deductible for 
tax purposes, would have to come 
out of surplus or capital. 
Because the matter may again 
be raised, it is interesting to note 
what Chancellor of the Exchequer 
Sir Stafford Cripps had to say 
about advertising, even while he 
was conceding the possibility of 
withdrawing his party’s proposal. 
“Surely it must be accepted,” 
he told Commons during the de- 
bate, “that in a time of stringency 
such as this a great deal of the 
advertising that takes place is un- 
necessary. It is not necessary to 
induce people to want goods which 
are not there. Indeed, that is a 
most inflationary action, because 
it tends to make more money 


Maybe we'd be willing to sub- 


induce Sir Stafford Cripps or any- 
one else to go whole hog on the 


| argument; that is, to admit that if 
“a great deal of advertising” is) 
unnecessary in times of shortages, | 


then a very large extra amount 
becomes necessary when supply 
exceeds demand. Following this 
logical course, do you suppose the 


British government, or any other | 


government which is willing to 


curtail advertising in a tight mar- 


ket, could be induced to pay a 
bonus for its extension in a loose 
market? 

Could we expect a tax credit for 


extra advertising expenditures | 


when sales stimulus is_ badly 
needed? It might not be such a 
bad idea, at that.. 


Journalism School Interns 


The system of internships which 
the Newspaper Advertising Ex- 
ecutives Association has set up for 
instructors in journalism courses 
in colleges and universities is an 
interesting. experiment which 
might well be expanded to other 
parts of the advertising business. 

Under the NAEA plan, instruc- 
tors in journalism schools (not 
students) spend their summer 
vacations interning in the adver- 
tising department of a newspaper, 
or the newspapers of a city, and 
thus return to their classes with a 
much clearer idea of what goes on 
than they might otherwise have 
had. In the case of journalism 
teachers, most have had some 
experience on the editorial side of 
newspapers, but few know much 
about the advertising end. 

The idea of refresher or intern- 
ship courses for instructors might 
with great profit, 
to the fields of advertising and 
perhaps salesmanship. In _ these 
areas, it is still not unusual to find 


be carried over, 


instructors who have had no prac- 


tical background in their courses 
at all, and an opportunity to spend 
an internship in direct, physical 
contact with the things they teach 
should be of the greatest value. 
Such a program is certainly in- 
triguing, and could be extremely 
useful. In fact, one wonders why 
the general idea might not con- 
ceivably be extended well beyond 
the original confines, to include 
instructors such those who 
teach English, psychology and sta- 
tistics, for example. Each might 
conceivably get a new notion or 
two about the practical applica- 
tion of their specialties as they are 
practiced in the advertising world. 
And advertising men would bene- 
fit from the opportunity to review 
current academic progress. 
Advertising men, well per- 
haps as anyone, know that there 
is a close and mutually beneficial 


as 


as 


bond between education and prac- 
tical Internship oppor- 
tunities of the kind we have been 
discussing could help cement that 


business. 


bond still more tightly. 


of | 


. : : | sociologists 
scribe to it ourselves, if we could | 8 


‘tem. | 
| 
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"| should have taken Frank Tucker's advice and used Goodrich Seal-O-Matic 
tubes." 


We are now practically in the| 


toils of the Christmas season, and 
many of us, just before we con-| 


‘holiday warmth, find it more con- 


fusing than ever. 

If any of the many time cap- 
sules are ever opened, by a race) 
lucky enough to live after us, one | 
thing that will certainly give their 
and anthropologists 
some delighted moments is our 
proved talent for combining gen- | 
uine sentiment and religious feel- 


|ing with hell-for-leather commer- 


cialism. 

Thus Christmas, a_ reflective | 
holiday, is surrounded by a pre-| 
liminary of shopping, which| 
leaves many celebrants so bat- 


|tered in body and spirit that their | 


pleasure in the day is marred by | 
the knowledge that only 365 days | 
lie between it and the next. 

Advertising, like a thermometer | 


on the body commercial,. now re- | 


flects the hectic fever coursing 


through business’ circulatory sys- | 
| 

Let’s check some of the things | 
you can buy this year, if you have 
the money, and avoid the Donny-| 
brook, and the Female Shopper’s 


'Curse, a blast so sulphurous that 


it withers one’s faith in humanity. 

In other words, let’s look at mail 
order Christmas ads: You can buy 
California figs, ‘“gift-packed in| 
colorfully gay 14-inch lacquered 
tray of authentic early California 
Spanish motif;” a foam latex pil- 
low which is said to be an ideal 
gift for anyone allergic, and be- 
sides it’s verminproof; Gypsy Fire 
colored flames, to give you a fire- 
place in Technicolor; a golf bag 
called the “pipe organ,” which is 
supposed to keep you from jum- 
bling your clubs; turkey from the} 
Old Turkey-Smoker; and even a 
gold-plated match-book holder, | 
“personalized with your initials.” | 

And for the hardy, look what | 
the Dec. 1 Life offered: Barbasol’s | 
gift assortment, “Good will to- 
ward any man is nicely expressed 
with a gift of smoother, easier 
shaves;” Koret of California with 
“Holiday fashions for gracious liv- 
ing... thoughtful giving;” Prince 
Gardner wallets, etc., “for Christ- 
mas... give the gifts that hold 
everything;” Life itself, “Christ- 
mas lasts 52 weeks when you give 


Life;’ Elgin American finds its 
compacts “the perfect Christmas 
gift;’ Club Aluminum enthuses 


“let’s make it a Club Christmas;” 
Flashlight Company of America 


|into giving him 
|wear;” Southern Comfort is “the | 


| only 


|and present 


outdoes Life with “Berkely wind- 
proof lighter the life-time 
gift;’ Reliance Mfg. finds that 
“There are three Santa Clauses;”’ 


Mrs. Santa Claus on behalf of 
Edgeworth, signed cozily by “We 
Dads;” Textron, Inc., has a sur- 
realistic illustration of a man flag- 
ging a train, dressed in pajamas 
and waving a pair of shorts be- 
cause “he’s trying to engineer you 
Textron men’s 


gift that offers so much more;” 
Sunbeam’s “cherished gifts that 


| keep on giving all year long.” 


Gaines says frankly “what a 
glorious gift for the dog you love!;” 
and another “perfect Christmas 
gift” is a Spitalny & Girls carol 
album; Hoover says simply that 
“give her a Hoover and you give 
her the best;” and “Smart Santa! 
He brought Sentinels!” 

_The one auto maker to even hint 
at what used to be a mass motor- 
carol is Ford, who says chastely 
that “Your Christmas will be 
much more enjoyable if it includes 
a Mercury...” 

Well, that’s Life. 


Jottings 

Best & Co. is advertising madly 
in New York that it has the “only 
live Santa in New York who is 
three inches tall,” which 
ought to persuade children to stay 


‘out of chimneys. . . 


New England Shirt Company, 
Danbury, Conn., has opened a day 
nursery for its workers’ children 
from 2 to 5 years of age... 

If you worked on Yank, Stars 
& Stripes or for Army News Serv- 
ice during the late scuffle, you can 
get a directory of their personnel 
addresses from Con 
Gebbie, public relations depart- 
ment, Shell Oil Company, 50 W. 
50th St., New York 20... 

The St. Louis Adclub abides by 
meatless Tuesdays, and when the 
American Wine Company had pre- 


|pared wines to go with the pro- 


gram, champagne was coupled 


|}with plebian chili... 


The Utica Observer - Dispatch 
recently published a wholesale and 
retail grocery route list, but 
brightened it by encasing it in a 
fold-out map cover, which shows 
Utica and is bordered with photo- 
graphs of various stores... 

Lloyd, Chester & Dillingham re- 
cently noted that Gilbey’s gin is 
familiar in every country in the 
world except Russia, Tibet and 
Mexico. . 


| 

| The following documents may be 
/secured without charge from con.- 
| panies sponsoring them or through 
| ADVERTISING AGE, by any nationa| 
| advertiser or advertising agency 
|executive writing on his business 


letterhead. Address ADVERTISING 
|AcE, 100 E. Ohio St., Chicago 1). 


No. 2953. How Pathfinder Be- 
came America’s Second Larg- 
est News Magazine. 
| Pathfinder has issued this re- 
port, which tells about the growth 
_and progress of Pathfinder since it 
/was purchased by Farm Journal 
|in 1943. The report covers edi- 
| torial content, circulation, adver- 
| tisers, readership and market. 


|No. 2954. Market Digest of Leb- 
anon County, Pennsylvania. 

| Population characteristics, hous- 

jing, retail sales industries and 

other market data are included in 

this file folder, issued by the Leb- 

| anon Daily News-Times. 


No. 2955. A Medicine Chest In- 
ventory, Fall, 1947. 

The research department of 
Fawcett Publications has issued 
this report based on 1,000 ques- 
tionnaires returned by readers of 
the Fawcett Women’s Group, 
which includes Motion Picture. 
Movie Story and True Confes- 
sions. 


No. 2956. 
Audience of 1947. 

| This is the 11th consecutive an- 

nual study of the radio listening 

habits and preferences of Kansas 

radio listeners, conducted by Dr. 

| F. L. Whan, University of Wichita. 


No. 2957. 
Home. 
This study, issued by Parents’ 
Magazine, indicates that brand 
names and seals of approval, in 
\that order, lead the factors which 
|influence buying of specific brands 
of home appliances. The study 
deals with the use, ownership and 
| buying intentions of families with 
|children toward appliances, floor 
coverings, kitchen utensils, soaps, 
\detergents and other household 
| cleaners. _ 
| 
|No. 2958. 
| Poll. 
| This study, No. 7 in the Chicago 
Time s-Northwestern University 
continuing study of consumer 
preferences,-presents data for Au- 
gust and a summary of the rela- 
tive position of leading grocery 
brands in the Times pantry polls 
during the past year. 


No. 2934. Our Country — the 
United States of America. 

The Philadelphia Inquirer has 
issued a revised edition of this 
booklet, which has been distrib- 
uted widely in the past few years 
It contains a guide to historic sites 
in Philadelphia, and reproduces 
ithe words of famous U. S. docu- 
ments, codes, pledges and othe! 
patriotic reminders. 


Let’s Look at Your 


Chicago Times Pantry 


No. 2937. Third Quinquennia! 


Survey of the Detroit Market 
Maps and graphs simplify ‘hé¢ 
presentation of 48 pages of fig 
in this Detroit News market 'e- 
port, which covers. population, 
shopping habits, ownership and 
plans to buy, newspaper cover:2é 
and a lot of supplementary dat 


No. 2940. NIAA Report for /"- 
dustrial Equipment News 
Forty-eight items of factual 
media information, presented 12 
the form requested by the Na- 
tional Industrial Advertisers 
sociation, are put together in ‘4/5 
folder, issued by Industrial Equ' 
ment News. 
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Petrillo's Strike 
May Promote Jive 
with British Tone 


U. S. Importer Plans 
to Publicize English 
Recording Stars 


New YorK —British singers 
Denny Dennis and Anne Shelton 
don’t mean much to American 
record fans today, but they may 
next year if James C. Petrillo is a 
man of his word. 

Two of England’s most popular 
record artists, their platters now 
ure being distributed in the United 
States by the London Gramophone 
Corporation, with offices in this 
sity, under the label of London 
Records. 

This firm, which imports rec- 
3ds made by Decca Records Ltd. 
—no connection with the Ameri- 
van company of the same name— 
‘eportedly is ready to provide the 
U: S. market with English releases 


in quantity if the American Fed- | 


aration of Musicians carries out | 


ts threat to stop recording after 
Dec. 31. The British manufac- 


turer, one of the largest, is ex-| 


oanding its facilities to meet in- 
ereased demands from American 
radio stations, juke box operators 
and home phonograph owners. 


Union Support Uncertain 


In 1942 when Mr. Petrillo’s 
musicians took a holiday from re- 
cording, members of the London 
branch of the Musicians Union— 
the British equivalent of New 
York’s Local 802—supported the 
strike and refused to record for 
export to this country. 

Support by the English union, 
which has no official ties with its 
American counterpart, is much 
less certain this time, however. 

At a meeting of the London 
union, a strong resolution backing 
up the AFM in its fight against 
the recording companies was voted 
down after a rousing speech by Sir 
Thomas Beecham. In its stead was 
passed a lukewarm resolution of- 
fering support to the American 
union. 


Continued Exports Seen 


Observers believe, at any rate, 
that recording for export will con- 


tinue in England—to which dollars | 


in credit are a matter of life and 
death 
labor-management 
here. 


Already reportedly doing well | 
with the American public are Miss | 


Shelton’s “Lover Man” and “Eli- 
Eli.” No new name to local audi- 
ences, Gracie Fields is picking up 
a sizable amount of trade with 
her new album for London Rec- 
ords. Other artists whom _ the 
Gramophone Corporation is offer- 
ing, in addition to Mr. Dennis 
(who has been tagged as sounding 
like Bing Crosby), are Vera Lynn, 
Bert Ambrose and his orchestra, 
nd Beryl Davis, now featured girl 
Vocalist on the Lucky Strike “Hit 
Parade.” 
Musie director for the company 
U.S. trained Salvador Camarata, 
se job is to wax records in the 
American style without losing the 
British flavor. 
to put these new names across, 
nophone plans promotion in 
ness papers and consumer 
lications, through Manhattan 
Acvertising. Cooperative newspa- 
Per copy has started in dailies. 


Gets Paint Account 


Frank W. Dunne Company, 
Manufacturer of Dunne paints, has 
= ed its advertising with Gerth- 
acifie Advertising Agency, San 
“Tancisco. Business papers and 
Nagazines will be used: 


these days—despite any | 
differences | 


‘First Nighter’ Moves 


“The First Nighter,’ sponsored 
by Campana Sales Company for 
Campana Balm, over CBS, will be 
heard on Thursdays, 9:30-10 p.m., 
CST, effective Dec. 18. The pro- 
gram was formerly aired on 
Saturday nights. 


Eaton to Erwin, Wasey 


Eaton Mfg. Company, Cleveland, 
manufacturer of axles and other 
automotive parts, has appointed 
Erwin, Wasey & Co., New York, 


to handle its advertising, effec- 
tive Jan. 1. The trade advertising 
will continue to be handled by 
Florez, Phillips & Clark, Detroit. 


Crosley Names Cromer 


Henry L. Cromer, formerly pub- 
lic relations executive of General 
Motors Corporation, has been 
named sales_ representative at 
large to direct dealer expansion 
and sales activities in principal} 
cities for Crosley Motors, Inc., | 


| Cincinnati. 


|Brach Appoints Lewin 
The Newark office of A. W.) 


Lewin has been appointed to 
j/handle the advertising of L. 


| Brach Mfg. Corporation, Newark, | 


manufacturer of radio and tele-| 


| vision antennae and accessories. 


Lambert Names Starrett 


Hal Starrett, assistant general | 
| sales manager of Lambert Phar- 
macal Company, St. Louis, has been 
‘placed in charge of long-range 
plans for development of the com- 


S. | 


13 


interests in the Pacific 
F. W. Ballentine, gen- 
\eral sales manager, has moved his 
| office from New York to the com- 
|pany’s headquarters in St. Louis. 


| pany's 
|Coast area. 


| yy SIGNS OF LONG LIFE 
| FOR QUANTITY BUYERS 


THE to SIGN CO. 


Artkraft* Manuf rati 
900 Kibby St., Lima, Sue U.S.A. 


N< 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


- faelannay making quality 
printing paper at Oxford’s 
plant is a mighty smooth opera- 


tion. 


Each day, we produce better than 
1,000 miles of many varieties—a 
rate we have maintained for 


good many yea rs. 


Oxford can maintain this high 
rate of production because our 
facilities are complete. 
every step in the production of 
from the wood to the 


paper 


sheet of finished paper ready for 


the press. 


Helping to maintain Oxford’s 
record of quality are its crafts- 
hundreds of whom 


men, 


LAMENTABLE LAPSE! CHECKER-UPPERS AT OXFORD 
GETTING THE FACTS ON WHY IT TOOK 32 HOURS 
4 MINUTES TO TURN A STICK OF WOOD INTO PAPER 
INSTEAD OF THE USUAL 32 HOURS FLAT ! 


at Oxford. 


Furthermore, each day’s run is 
given over 5,000 separate tests for 
quality — tests for such things as 
fold, surface bond, color and good 
printing properties. 
ing sure that every sheet of Oxford 


Rye NN 


We control 


had 20 or more years’ experience 
in the art of making paper here 


partment is 


paper is right, our Research De- 


constantly working to 


find ways of making paper better. 


your 


Besides mak- 


Mainefold 
Coated, 


Maineflex C1S Litho, 
Enamel, 
Super and Antique, 


Engravatone 


merchant 
Oxford papers. You will find 
Oxford merchants in key cities 
coast to coast. 


Carfax English 


So when you need paper that 
must be right for the job, call 


who handles 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 


White Seal 


Finish, 


Enamel, 


Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


have 


230 PARK AVENUE, 
WESTERN SALES OFFIC 


MILLS at Rumford, Maine 
35 East Wacker Drive, Chicago 1, Ill. 


and West Carrollton, Ohio 


NEW YORK 


£7, Is Bs 


E: DISTRIBUTORS 
in 48 Key Cities 
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Like Ike Hike 
Sprung by Young 


New YorK — Everybody who’s 
wild to have Eisenhower in the 


| 


| 
| 


public paying for Eisenhower’s ad- 
vertising he will be under no obli- 
gation except to the citizens of his 
country.” 

Mr. Young was a primary mover 
in the Willkie wildfire of 1940. Re- 


White House isn’t living in Kansas. | Calling it, he says: “My campaign 


Last week the suburban burgh- 
ers of Westport, Conn., discovered 
in the Westporter Herald in 600- 
line space an ad which said can- 
didly, “I want Eisenhower! How 
about you?” 

It was 
Young, founder with Raymond 
Rubicam of Young & Rubicam, 
and more recently a principal in 
the public relations company of 
Young & Faught. And it purports 
to be the start of an Eisenhower 
advertising campaign. 

Mr. Young declared in the ad 
that “the only chance of his nom- 
ination is public demand. If we 
voters speak up early enough we 
can influence the politicians who 
choose our candidates for us.” In 
an aside to Republican leaders, Mr. 
Young confided, “Not one of your 
declared candidates can beat Tru- 
man, but Eisenhower can. Draft 
Eisenhower and have a winner.” 


Seeks Contributions 


He invited contributions to John 
Orr Young, Advertising Fund for 
Eisenhower, Westport, Conn., say- 
ing: “You may join me in a cam- 
paign of advertisements designed 
to spread the Eisenhower gospel— 
a series of ads like this one, in 
newspapers and national maga- 
zines. There is no individual, group 
or party behind me. As a private 
citizen I am exercising my rights 
of free speech and inviting others 
to do so. Gen. Eisenhower was not 
consulted, nor does he know any- 
thing about this ad or plan. 

“T want nothing myself. I shall 
discontinue this non-profit cam- 
paign as soon as Eisenhower is 
drafted and well on his way to 
the White House. . . With the 


ws 


*OINT-OF-SALE DISPLAY 


Follow Thru Pays 


ow is the time to employ our counsel and 
»rvices to insure best acceptance, maximum 


ye, consistent results. 


We are a Display Agency and cooperate 
illy with your advertising agency to “Pipe- 
" the force of national advertising. 


FREE! 

= \ 36 Pages .. . 420 Pictures 
...an Exhibit of Performance. 
— Write for a copy of it Today 
on your business letterhead 


385 N. JUSTINE STREET 


erica 3 Largest Organization Special:zing in Merchandise Piesentation 


| 
} 


| 


for Willkie obtained 93,000,000 cir- 
culation, all paid for—except the 
first ad which I bought—by small 
contributions from the public, the 
voters. I could have tripled this 
figure had I started the campaign 


signed by John Orr earlier.” 


Lehmkuhl to Masonite 
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|thal has been appointed 


sales | 
|manager, and Wanda Jarrott, for-| 


vice-president of A. I. Namm « 
Son, Brooklyn, and head of the 


William M. Lehmkuhl, formerly; merly an account executive of|merchandise preparation depar - 


|manufacturing manager 


ford, N. J., for 17 years, has been |tising and sales promotion man- 


| named assistant vice-president of 
Masonite Corporation’s production 


division, Chicago. 


Adds New Departments 
Samuels & Co., Dallas, 


‘to its organization. 


meat 
| packer and processor, has added a 
{sales and advertising department 
Rube Rosen- 


ager. 


McKinsey Promotes 3 


McKinsey & Co., New York 
| management consultant, has ad- 
vanced Richard D. Elwell, Carl T. 
Hoffman and E. Everett Smith Jr. 
to principals. Mr. Elwell was at 


one time general manager and/!into operation. 


| Ie of the| Rogers & Smith and Tracy-Locke | ment, Montgomery Ward & C 
Flintkote Company, East Ruther-| Company, has been named adver- 


Mr. Hoffman was formerly wit 
Bendix Aviation Corporation. 


Merrifield to KFGO 


John F. Merrifield, director o:! 
agriculture of Station WWJ, De- 
troit, for the past year, will be- 
come farm director of Station 
KFGO, Fargo, N. D., early in 1948, 
when the 5 kw ABC affiliate goe: 


aes 


Modine 


eet 
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Sear tere Sc 


One of our oldest advertisers in the structural field is the Modine Manufac- 
turing Co....15 years, to be exact. Objective to reach management ... men 
who buy. Sixteen other firms in this group (electrical equipment, air condi- 
tioning materials, fixtures, systems) have been consistent users of Business 
Week for 10 years or more. 
During the first six months of 1947, this group placed *228 pages of ad- 
vertising in Business Week ... four times as many as the average in the other 
six leading general business and newsweekly magazines. 
Why? Because Business Week offers the advertiser a higher concentra- 
tion of Management-Men readers ...the executives who influence and make 
buying decisions. The advertiser of goods and services used by business and 
industry gets a minimum of waste circulation... his advertising dollars spent 
in Business Week “work harder.” 
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Capital Promotes Dever 


Hayes Dever, secretary of Cap- 
‘al Airlines, Washington, D. C., 
is been appointed director of 
ubliec relations of the airlines. He 
has been associated with Capital 
for the past 13 years — secretary 
ince 1944, and director of traffic 
and sales since last February. 


Elects Horsey 


Roy M. Horsey, formerly with 
Du Pont Nylon Company, has 
een elected executive vice-presi- 


dent of Orange Crush Company of 
Illinois and the Inter - American 
Orange Crush Company. He will 
take up his duties immediately in 
Chicago. 


Appoints Connell 


| Conrad Connell has been ap- 
|/pointed supervisor of the Exide 
'automotive replacement sales di- 
|vision of Electric Storage Battery 
|\Company, Philadelphia, succeed- 


‘ing Thomas G. Tynan, recently 


|/named assistant manager of Ex-| 


|ide’s Boston branch. 


;sonnel has already been held, for 
the central region, in Dayton. 
Similar schools will be conducted 


Air Conditioning in Fort Worth, Oakland, Cal., 
New York City and Atlanta, with 


Training Schools the training courses in charge of 


Dayton, O.—Getting ready for|a factory team comprised of E. J 
the competitive days ahead, the| Boyer and R. Woodward, air con- 
Frigidaire division of General|ditioning sales representatives. 
Motors Corporation has launched | The final meeting will be held 
a series of five-day regional air| Jan. 26 in Atlanta. 
conditioning schools. | The schools, designed to pre- 


Frigidaire Starts 


| trict and dealer engineering per-|expanded air conditioning busi- 


‘ladding that “We intend to move 


The first training period for dis-| pare the field organization for an | 
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ness, are the first to be conducted 
by Frigidaire since prewar days. 

W. F. Switzer, commercial sales 
manager, said the company will 
place special emphasis on produc- 
tion of room conditioners, store 
conditioners and central systems, 


ahead progressively in these three 
| fields.” 

— 

‘Plugs Phonograph Needle 


The Duoione Company, New 
York, producer of phonograph 
needles and record accessories, is 
introducing a new _ shockproof 
nylon needle through 10,000 retail 
outlets in January. The advertis- 
ing schedule includes color space 
breaking in Look in February and 
black-and-white insertions in The 
New Yorker, in addition to eight 
business papers reaching dealers. 
The agency is Peter Hilton, Inc., 
New York. 


Martin Appointed 

Rosedale Nurseries, Eastview, 
N. Y., has appointed George 
Homer Martin Associates, Newark, 
to direct its account. Newspapers 
will be used. 


What Bud F 


ti he Featheing 7 


You can get a reliable check 
on retail dealer activities 


@ You’d like to know what 
brands the dealers are pushing 
—but you can’t visit all the 
stores to find out. 


You can get a reliable check on 
retail dealer activities anywhere 
in the United States by using 
an ACB service. Brand prefer- 
ences are reflected in newspaper 
advertisements, and ACB can 
furnish you all the details. 


This and other important in- 
formation is revealed in detail 
by ACB’s Reséarch Reports as 
it appears anywhere in daily 
newspaper advertising. 


ACB Dealer Tie-In reports have 
been used by leading merchan- 
disers for many years. They are 
made to your own specifications 
as to information or areas cov- 
ered. Catalog of services sent 
executives on request. 


Send for Catalog 


Gives details of 12 re- 
search services—covers 
wide range of subjects 
P tells how to estimate 
= cost—suggests many 
applications of informa- 
tion furnished—gives 
names of satisfied users 


79 Madison Ave., NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 


16 First Street, SAN FRANCISCO (5) 


ADVERTISING 
CHECKING BUREAU 
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Seattle Admen Elect 


Russell Young, Seattle Home| 
News, has been elected president | 
of the Advertising and Sales Club | 
of Seattle. Other officers for 1948 | 
are Harry Pearson, Pearson &| 
Morgan, Ist vice-president; eee | 
Moitoret, Honig-Cooper, 2nd vice- 
president; Sigurd Gilbertson, 
Christian Science Monitor, treas- | 
urer, and Lila Casady, Mail Ad-| 
vertising Bureau, executive secre- | 
tary. 


Write for information on 


417t-5 


TIK 


T.M.Reg. U.S. Pot. Off. 
Self-adhesive displays _ 


SIMON ADHESIVE PRODUCTS CORP. 
424 West 33rd Street, New York I, N.Y. 


G-E Apparatus 
Will Hold Price 
Increases to 20% 


ScHENEcTADY, N. Y. — A new 
price policy providing for a limita- 
tion of 20% on price increases and 
simultaneously permitting the 
company to adjust prices on new 
orders — within this ceiling — to 
those in effect at the time of ship- 
ment, has been announced by the 
apparatus department of General 
Electric Company. 

The new policy, which covers 
orders received Dec. 5 and there- 
after, applies to motors, generators, 
switchgear, turbines, control, 
power transformers, locomotives 
and other apparatus. 


The step represents a move to| 


|maintain current price levels as | 


long as costs will permit, G-E offi- | 
cials added, stressing that many of 
these lines still have extensive 
backlogs, some extending up| 
through 1950. 


Plugs Luxuria Products | 

Harriet Hubbard Ayer of Can- 
ada, Montreal, has launched aj} 
campaign in Canadian dailies for | 
Luxuria toilet preparations. The 
Montreal office of Vickers & Ben- 
son handles the account. 


Transfers Krough 


E. B. Krough, who has been in 
the New York office of Leon Liv- 
ingston Advertising Agency, has 
moved back to the agency’s San 
Francisco office. 


Advertising Age, December 22, 1547 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store | 
sales in the first week this month 
pushed the index (1935-39 equals | 
100) to approximately 508, com- | 
pared with 367 the last week of 
November. 

The Federal Reserve Board re- | 
ported store sales 7% ahead of | 
the corresponding week last year, | 
when the index jumped sharply | 
to 475. The peak last year was) 
532, reached the week before 
Christmas. 

Gains were fairly uniform in 
major markets. Houston was high- | 
est with a 22% increase, and | 
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TO BE STRONG! 


e 4 oil advertising, The Oil and Gas Journal is the 


one medium with power to “ring the bell” of sales 


PUBLICATION OFFICE: 


TULSA 1, OKLAHOMA 


“FOLLOW 


every time. It carries your advertising message not 
only to MORE paid subscribers than any other oil 
paper... it reaches the picked men who do the buying 
in EVERY division of the oil industry. Throughout 
the industry and over the world, oil men CONCEN- 
TRATE their advertising in the oil publication with 
the STRONGEST appeal to oil men. 


THE JOURNAL... AND 


YOU FOLLOW THE OL INDUSTRY” 


+. OFFICES: NEW YORK, PITTSBURGH, CHICACO. 


LOS ANCELES, HOUSTON, ENCLAND. CANADA 


DEPARTMENT STORE 
os SALES INDEX ar 


1935-39 EQUALS 100 


Week to Dec. 6, ’47* p508 
Week to Nov. 29, ’47* .367 
Week to Nov. 22, ’47*.396 
Week to Dec. 7, °46*.475 
Week to Nov. 30, ’46*.334 
Week to Nov. 23, ’46. .363 


*Not adjusted seasonally. 
pPrelimirary. 


Syracuse’s 4% decline was the big- 
gest loss shown. Reserve district 
gains ranged from 1% in the fifth 
district to 11% in the Cleveland 
(fourth) district. 
Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Nov. Nov. Dee, 
district and city 22 29 6 
UNITED STATES.. 9 10 7 
Boston District... . 9 5 
New Haven —3 -—7 —2 
oe 9 6 3 
Springfield ...... 13 6 8 
Providence ..... & 7 —1 
New York District. 5 ro 2 
fo 2. 3 1 0 
ES a 2 rg 5 
mew Tork ....4.% 6 r—2 2 
mocnbster ...... 6 rs 6 
og re 0 2 i 


Philadelphia Dist... 1 

Philadelphia .... 21 1 
Cleveland District. 13 ri5 11 

Nissi 6s st) 1 

1 


Cincinnati ...... 10 
Cleveland ... 12 20 7 
COIMMIOUE 6.65 ces 13 13 2 
yy a Se 9 15 16 
giai oly ) ° 7 15 
Richmond District. 5 ro 1 
Washington .... a iF 0 
ey ae 3 1 2 
Atlanta District... 7 r13 7 
Birmingham .... 18 23 
oT ee ae 5 13 
pha Eee 7 rij i) 
New Orleans .... 10 17 1 
NWaenville ....%.% 6 10 8 
Chicago District... i) 15 10 
CMICRRO “F. 6 kb kes S 11 9 
Indianapolis 5 18 1 
Detrolt si taiida nn 16 25 18 
Milwaukee ...... 6 10 7 
St. Louis District 11 r17 8 
Little Rock .... 7 16 5 
Louisville .... 11 21 11 
FP ee S 18 
Memphis ........ 13 a) { 
Minneapolis Dist.. ’ ° 
Minneapolis .... '. ° ° 
a) Ae ¥ a ss 
Duluth-Superior. ’ ° ‘n 
Kansas City Dist.. i) 11 6 
i rn 3 S 15 
We WOMB. 6 Pi v0 4 15 6 
Kansas City .... 16 15 9 
Bt. JOGOOM ...... 10 16 3 
Oklahoma City.. 7 11 1 
3. Ge ee ee a) 14 3 
Dallas District... .. 11 19 8 
TS ere rere 0 15 7 
Fort Worth .. ; 14 12 
MOUStOn .«....... 36 38 
San Antonio .... 8 15 
San Francisco Dist. S ! 
Los Angeles Area 3 1 
CPEMIGRE 6c isees 2 10 
San Francisco... 6 0 2 
POPtigna 2. ié<a.: 22 21 1 
Salt Lake City.. 18 N 
nes oe 20 | 
r—Revised. 
*Data not available. 


Appoints McKim Agency 

McKim Advertising Ltd., Mont- 
real and Toronto, has been ap- 
pointed to handle a campaign ‘0! 
the Canadian Council for Recon- 
struction through UNESCO. 17:¢ 
drive, which begins in Februa’y, 
will appeal to Canadians for fucs 
to assist in the reconstruction 0! 
educational and cultural centers 
in war-devastated countries. e- 
tails of the program have not ¢t 
been worked out. 


Appoints Juno Ve. 


Frank A. Juno, formerly d! 
tor of merchandising of Dom)! 
Stores Ltd., Toronto, has been 
pointed vice-president in cha: %€ 
of operations of Orange Cr ®! 
Ltd., Toronto. 


Names IJ. Fred Getz 


J. Fred Getz has been nace 
sales manager of the I-T-E Ci 
Breaker Company, Philadelp!4: 
with complete control over ‘© 
sale of switchgear products. 
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Canadian Health 
Unit Hits Claims 
in Ovaltine Copy 


TorONTO — Whether A. Wander 
utd., Peterborough, employed mis- 
eading advertising to promote 
sales of its food drink, Ovaltine, 
won’t be decided officially in police 
court here until next month. 

The company is accused by the 
Department of National Health 
and Welfare of running an. adver- 
‘isement in the Toronto Star which 
made untrue implications concern- 
ing vitamins and minerals. Fol- 
lowing testimony by both govern- 
ment and company witnesses, trial 
of the case was adjourned to 
Jan. 19. 

WwW. A. Crandall, Ottawa, in 
sharge of the department’s nutri- 
tion laboratory, contended that 
while Ovaltine undoubtedly has 
zertain merits, “too much is 
slaimed for it.” He added that the 
jepartment has “every objection” 
to the company’s advertised claim 
that normal meals do not supply 
sufficient minerals and vitamins 
for robust health. While the state- 
ment may be true, he explained, 
“the implication is wrong.” 


Says It’s Not Correct 


The advertisement under fire 
stated that persons taking glasses 
of Ovaltine with normal meals 
would obtain all the extra vita- 
mins and minerals required. Mr. 
Crandall contends that people eat- 
ing normal meals would obtain 
the vitamins and minerals neces- 
sary to good health. The impli- 
cation that extra vitamins and 
minerals are necessary, he added, 
“is not correct.” 

Introduction of a scale and tea- 
spoons by the company enlivened 
the proceedings. The scales were 
removed when the magistrate de- 
clared that Mr. Crandall, whose 
tests were challenged by Wander, 
should not be asked to disprove 
his own evidence. Mr. Crandall 
employed an “average teaspoon” 
in measuring Ovaltine for labora- 
tory tests and, he said, it was “the 
only teaspoon we had.” It, too, 
was filed as an exhibit. 


Appoints Woodburn V.P. 


James A. Woodburn, an account 
executive and media director, has 
been appointed a vice-president of 
Edward Owen & Co., Hartford, 
Conn., advertising agency. 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


Almy Joins Dixie 

R. P. Almy has resigned as as- 
sistant general sales manager of 
the radio division of Sylvania 
Electric Products, effective Jan. 1, 
to join Dixie Radio Supply Com- 
pany, Columbia, S. C., distributor 
of electronic parts and equipment 
in the Carolinas, as vice-president 
and assistant general manager. 
Mr. Almy has also acquired part- 
ownership in the Dixie firm. 


Buckley Resigns 


J. H. Buckley has resigned as 
western advertising manager of 
Nation’s Business, Chicago, a posi- 
tion he has held for the past 14 
years. His future plans have not 
been announced as yet. 


Gets Perfex Account 


Perfex Ltd., Vancouver, B. C., 
manufacturer of bleaches, deodo- 
rants and disinfectants, has named 
Stewart-Lovick & MacPherson, 
Vancouver, to handle its advertis- 
ing. 


Butler Brothers’ 
Appliance, Radio 
Sales Expanding 


Cuicaco—Butler Brothers is ex- 
panding its distribution of major 
appliances and radios for its thou- 
sands of stores. 


At present it has secured re-| 
gional or national distribution for | 


Farnsworth and Stewart-Warner 
radio and television sets; Gibson 
refrigerators, home freezers and 
electric ranges; Pressed Steel Car’s 


electric ranges and water heaters; | 


Crown gas and electric ranges; 
Apex, Horton and Voss washers 
and ironers, and White electric 
water heaters. 

The company was not actively 
engaged in handling radios and 
major appliances prior to the war. 
It now has distributing centers set 
up here and in Baltimore, Minne- 


,apolis, St. Louis and Dallas. Each 
|/has its own showroom for these 
lines. 

The operation of the major ap- 
| pliance and radio division, accord- 
‘ing to G. R. Herberger, Butler’s 
president, has already proved a 
“natural,” and it will be expanded 
as rapidly as possible to all mar- 
kets served by its stores. 


Will Hold Exposition 
American Management Associa- 
tion, New York, will hold its 17th 
‘annual Packaging Exposition in 
{the Public Auditorium in Cleve- 


land, from April 26-30. The asso- 
ciation has announced that ap- 
proximately 200 exhibitors will 
utilize 100,000 square feet to dis- 
play developments in packaging, 
packing and shipping, machinery, 
equipment, materials, design and 
services. 


iCAR CARD ADVERTISERS: 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


4 EXCESS OF 200 
ABC mrubensnie 


BU ote the advertiser more 
for his dollar than any other 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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5,000 WATTS @ 980 KC e 
AMERICAN @ MUTUAL 


FROM NASHVILLE. 
RICH MIDDLE TENNESSEE 


Represented Nationally by 


THE KATZ AGENCY, 


Inc. 
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JAMESTOWN, N. Y. “Sa 
has total bank deposits of 


$69,000,000 


The successful key to 
maximum sales is the. . . 


JAMESTOWN 
Post-Journal 


ONLY Daily Newspaper 


Clreulation 


Population 
25,748 ABC 51,336 ABC City Zone 


James D. Woolf Talks ... 


Salesense in Advertising 


Registered 


will appear 


Plan Your Advertising 

Yesterday I had a long and il- 
luminating talk with the owner of 
a store dealing in stationery and 
office supplies. He came in to 
thank me for a suggestion I had 
made in one of my “Salesense” 
articles. 

In this article I had advised 
“selective sharpshooting’—the use 
of letters aimed at specific per- 


Wilbert is a color expert. 
Knows every hue and tint in the Munsell 
and Ostwald color systems. He thought all printers 
were color-blind until he discovered 


offset printing by 


THE VERITONE COMPANY 


57 W. Grand Ave. ® Chicago 10 * Whitehall 5957 


James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 
advertising principles. 
is aimed primarily at the small business 
man who may be a neophyte at adver- 
tising, AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 


While the series 


here each month. 


sons who are logical prospects for 
what the merchant has to sell. 

This man, acting on my idea, 
sent out 500 letters to individuals 
and firms, mostly non-customers 
of his, announcing the arrival of 
a new shipment of office furni- 
ture. The cost of the mailing 
(mimeographing and postage) was 
$9.50. The result in new business, 
from buyers never before in his 
store, added up during the follow- 
ing ten days to $475. 

“It’s the first time,” he said, 
“that I’ve had really good results 
from my advertising.” 

“Well,” I said, “it was a lucky 
strike. Advertising usually doesn’t 
work that fast.” 

Then I asked him about his ad- 
vertising program. He admitted 
he had none—no fixed budget, no 
plan, no copy policy, no long- 
range objective. Planlessly he had 
tried everything — newspapers, 
radio, signs on fence posts, hand- 
bills, circulars, movie slides—for 
short periods. Today he was 
jubilant about the letter; tomor- 
row he would be buying a float 
in a parade. The concept that 
“Keeping Everlastingly At It” in 
advertising wins success held no 
place in his thinking. 

Planless advertising is folly. 
Many, many merchants are guilty 
of it. Even if a retailer has only 
a few hundred dollars to spend 
over a year, every dime of it 
should be invested with a clear 
understanding of objectives. A 
sound advertising plan should give 
detailed consideration to these 
four main questions: 1) your 
market; 2) your budget; 3) your 
over-all strategy; 4) what you are 
going to say in your copy. 


Analyzing Your Market 


Who are the most likely pros- 
pects for your merchandise? Are 
they largely factory or office 
workers, where do they live, when 
do they get their paychecks, and 
what are their shopping habits? 
What is the extent and character 
of your trading area, and does it 
reach out into the rural districts? 
If it does, what are the buying 
habits of your rural families and 


what advertising media is most 


Adding Ag? 
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likely to reach them? 

Not long ago a dealer in build- 
er’s supplies, acting on the advice 
of an advertising counsellor, made 
a careful break-down of his sales 
during the previous six-month 
period. He found that 55% 
of his business came from 
rural areas as far out as 35 miles. 
All of his advertising money had 
been going into advertising in two 
local newspapers that, combined, 
covered only about 10% of the 
outside rural market. This mer- 
chant is now spending about half 
of his appropriation for a cam- 
paign of friendly letters, sent out 
twice monthly, to every rural 
family in his county. His total 
sales volume has increased almost 
20% in three months. 


How Much Should You Spend? 
Your advertising budget should 
be based on a percentage of net 
sales. If your capital is slender, 
your safest course is to base your 
calculations on your. previous 
year’s sales; if your financial posi- 
tion is strong and you are eager 
for rapid growth, then work out 
an ambitious estimate of future 
sales and take a percentage of that 
for your advertising investment. 

Generally speaking, retail ad- 
vertising appropriations run from 
about one-half of one per cent to 
5%. The average is about 3%. 
Some types of business—jewelry 
stores, for example—invest in ad- 
vertising a higher per cent of sales 
than others. If you are the pro- 
prietor of a very small retail store 
and are operating on a minimum 
amount of capital, a fraction of 
one per cent may be all you can 
afford to spend at the start. 


Your Advertising Strategy 

After you have analyzed your 
market and determined your 
budget, you then have the prob- 
lem of strategy. One of your first 
questions relates to when to spend 
your money. If the sum you are 
working with is $6,000, should you 
spend $500 each month or twice as 
much in certain months as against 
others? You will be helped in this 
by a table on which is charted 
your previous year’s sales, month 
by month. You will probably find 
that certain months are “slump 
months,” and it may be that you 
can figure out a promotion plan 
justifying fairly heavy advertis- 
ing expenditure in these months. 

It is most important to take 
local conditions into full account. 
Find out what special events are 
being planned—county fairs, old 
home-weeks, holiday celebrations, 
harvest-time festivities, sporting 
events, paydays, etec.—and shape 
your advertising accordingly. Ex- 
amine the buying habits of your 
community in order to determine 
on what days advertising is likely 
to pay best. The type of merchan- 
dise you are advertising has a 
bearing on this question; most 
grocers, for example, consider 
Friday a good day, but I know of 
at least one gift shop that gets its 
best results from its advertising 
in Tuesday’s and Wednesday’s 
newspapers. There is no absolute 
rule on this: buying habits are 
not the same in all cities. 

One of your most important 


MAPS TRIP—Robinson Murray, vice- 
president of Irwin Viadimir & Co., New 
York (standing), shows Mr. Vladimir 
the itinerary for his coming trip to 
Europe and the Near East. Mr. Mur- 
ray will leave Jan. | to contact the as- 
sociate agencies representing the 
Vladimir agency and discuss new plans 
with agents and distributors of Vladimir 
clients. 


considerations concerns media. 
You can’t use them all—news- 
papers, local radio, billboards and 
posters, direct mail, ete—and must 
make a choice. Your analysis of 
your market will help you find 
the answer. Much depends, too, 
on the type of merchandise you 
deal in. For some types of articles 
—women’s dresses and other such 
“eye-value” items—visual selling 
is usually indicated. I consider 
radio to be a wonderfully effec- 
tive medium, but it can never take 
the place of the profusely illus- 
trated Sears and Ward catalogs. 
Without fail plan for frequency. 
Spasmodic, in-and-out advertising 
is rarely effective. Speaking gen- 
erally, if I were a merchant and 
could afford in a year only 6,000 
lines (approximately four full 
pages) of newspaper space, | 
would buy for myself one hundred 
60-line ads, which would permit 
a selling message to my prospects 
twice each week. ; 


Your Advertising Theme 

Your advertising theme — what 
you say in your copy to your 
hoped-for customers—is a matter 
of such vast importance that I 
shall not attempt a detailed dis- 
cussion in this present article. 
Much has been said in my pre- 
vious instalments in this publica- 
tion, and much will be said in the 
future. You are playing it safe 
when you talk about your mer- 
chandise—what it is, what it is 
made of, what it does, what it 
costs, why it is worth what it 
costs—and how it meets the needs, 
the problems and wants of the 
customer. 


Appoints Howell 

Robert S. Howell, formerly with 
Schenley Distillers Corporation as 
regional merchandising manager 
for California and Nevada, has 
joined Shutran Mahlin Green, 
Detroit, as program development 
and research chief. 


Joins Mid-West Abrasive 


Harry J. Bryant, formerly sales 
and service official of Ford Motor 
Company, has joined the engineecr- 
ing and sales staff of Mid-West 
Abrasive Company, Detroit. 


You'll have Plenty to crow about when )0" 
find how easy it is to successfully tap the hse 
Dairy Industries market. You reach the 1c" 
who Decide thru MILK PLANT MONTHL’ 
the publieation which has Helped them decide 
Since 1912. ABC Audited Since 1929. 


(@ Milk Plant Monthly | 


327 SOUTH LA SALLE 


STREET, CHICAGO 4 
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Detroit Wonders 
What New Ford 
Will Look Like 


Company Isn't 
Talking—Yet; Few 
Clues Available 


DetTROIT—Whispered rumors, 
cocktail lounge speculation, and 
an intense curiosity again char- 
acterize the motor capital as Ford 
exerts more and more precautions 
to maintain absolute secrecy re- 
garding the new, “entirely differ- 
ent” 1948 models. 

Not since 1929, when Ford 
brought out his Model A, have 
newsmen and automotive editors 
run into as effective a conspiracy 
of silence as that at the Ford plant 
whenever the new models are 
mentioned—and Ford has consis- 
iently enjoyed the confidence of 
iournalists. 

Only a handful of trusted top ex- 
ecutives and dealer counsel groups 
have as yet been permitted to 
view the new designs, and none of 
these men are talking, either on or 
ff the record. 

Even the promotion plans are 
1ebulous .. . to the outsider. Be- 
rause of the success the company 
1as had with its current series of 
‘adio spots, however, the same 
medium probably will be used to 
promote the new car. Vagrant 
rumors also suggest the possibility 
of a gigantic teaser campaign. 


Secrecy Net Tighter 


The net of secrecy has been 
jrawn ever tighter since a year 
ago, when word of Ford’s plans 
were rumored to have reduced its 
fiercest competitor, Chevrolet. Al- 
though Chevrolet denied any 
knowledge of the plans, the “usu- 
ily reliable sources” declared 
that the future Ford had im- 
pressively scared the leader in the 
low-price field. 

It was at that time that Chevro- 
let division of General Motors dis- 
closed it had shelved plans for a 
light-weight, low-cost car. The 
blame was placed on prohibitive 
production costs, however. 

It seems fairly certain that the 
new Ford will not have rear en- 
gine drive. Harold T. Youngren, 
vice-president and director of en- 
gineering and research for the 
Ford Motor Company, is known 
to be unimpressed with engine-in- 
the-rear designs. He points out, 
in private, that the idea is not 
new, and that if it had proven 
practical, it would have long since 
been adopted. 


More Comfortable Seats 


Only certainties are that the 
new models will have more com- 
lortable seats, better vision and 
improved ventilation. One indus- 
try source is convinced that the 
Seats will be five or six inches 
wider—“to go Hudson an inch or 
‘wo better.” Also expected is more 
use of glass, perhaps on the order 
of Studebaker. 

There will be more room for 
luggage in the new models. On 

> record, Mr. Youngren said: 
“The need for carrying things is 
S0ing to play an increasingly im- 
portant role in determining the 

pe of cars to come. More and 

re, the passenger car is be- 
coming a room on wheels. To me,” 
he said, “that spells wider, 
mier cars with ample luggage 
Spa ‘a. 

ther features to be expected 
are smooth, flowing lines, and 
Conventional six or eight cylinder 
en nes. (Ford is no longer ex- 
Perimenting with five and nine 
cylinder devices. ) 
Biggest question mark is 


whether the new car will have 
front wheel drive. In a speech 
before the Society of Automotive 
Engineers, Mr. Youngren dropped 
a clue: “As with rear engine 
drive, the front-wheel design of- 
fers some interesting possibilities. 
Low over-all height and possibly 
reduced weight are advantages of 
both. Low, racy appearance is 
still one of the primary advan- 
tages of the type.” 


Hypoid Gear? 


One way to achieve the low- 
slung effect without front wheel 
drive is to adopt a hypoid type 
differential, a precedent started 
commercially by Packard in 1932, 
and since adopted by almost all 
other manufacturers except Ford, 
which has clung steadfastly to the 
conventional differential. The 
Ford type necessitates a higher 
body and the raised channel in the 
floor for the drive shaft. Whether 
the new Ford will incorporate the 
hypoid gear also is a subject of 
speculation in automotive circles. 


More aluminum undoubtedly 
will be used. As Mr. Youngren 
said: “It is costing us more money, 
but is saving us steel and enables 
us to build more cars.” And steer- 
ing? “. . . already a problem in 
the bigger cars because of the in- 
creased weight on the front end. 
In all probability, we eventually 
will see luxury models equipped 
with auxiliary power steering 
aids,” he said. 

And the date of unveiling? Also 
indefinite, although current guesses 
specify mid-June of 1948. 


CBS Reduces Protection 
Period for Rates 


Indication of rising cost to ad- 
vertisers came last week as Co- 
lumbia Broadcasting System an- 
nounced that the protection period 
for rate and discount changes has 
been reduced from one year to six 
months, effective immediately. 

NBC sounded a similar warning 
note to sponsors some time ago. 
Last March 15 CBS notified its 
advertisers that effective March 
15, 1948, its discount rate for the 


peak evening hours would be re- 
duced by 5%. This new scale al- 
ready is in effect for new adver- 
tisers who have bought CBS time 
since the announcement. 


Promotes Conti Castile 


Conti Products Corporation, 
Brooklyn, is launching a new cam- 
paign for Conti Castile shampoo 
this month with advertisements 
in The American Weekly and Life, 
and between 20 and 30 spot an- 
nouncements weekly on _ several 
stations in New York, Philadel- 
phia, Baltimore, Washington, D. C., 
Chicago, San Francisco and Los 
Angeles. Conti is considering 
other national publications to add 
to the advertising schedule. Ber- 
mingham, Castleman & Pierce, 
New York, is the agency. 


CBS Applies for Video 
License for WEEI 


Columbia Broadcasting System 
has applied for a television license 
for WEEI, Boston. This is the 
second application filed by CBS— 
the first was for WBBM, Chicago 
—since it lost the fight for color 
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television. 

The network already operates 
WCBS-TV, New York. CBS also 
has “informal working arrange- 
ments” with television outlets in 
Washington, Baltimore and Phila- 
delphia. 


67 East Loke Street * Chicos? T 
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Largest Weekday Edition of 


The Detroit News in 17 Years! 


0. Thursday, November 6, 1947, and again on November 13, 
The Detroit News was 80 pages thick . . . almost as large as both other Detroit 


papers combined! These were not special editions . 


no special sections, nothing but the usual amount of 


easily have been stretched to 88 pages if all the advertising - 


. . they contained 


editorial and the largest volume of advertising published in any one 
daily issue since April, 1930. Yet that 80-page edition could 


submitted to The News for insertion could have been given space. 


This marked preference for The News in Detroit offers conclusive evidence 


of its effectiveness year after year. The News has the largest 


trading area circulation of any Detroit paper, and 75% of it 
is home-delivered! The News reaches 65% of Detroit’s car owners, 
64% of the home owners, 63% of the total income! * 


Through The Detroit News alone, you can effectively and economically reach the 


buying power of this great multi-billion dollar market! 


*Detroit News Third Quinquennial Survey. 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWI-TV 
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Prices Discourage 
Car Prospects, 
"MI’ Study Finds 


New York — One-third of the 
people who would like to buy new 
cars have been priced out of the 
market in the past six months. 

’ That is the conclusion of Modern 
Industry, based on a survey by 
Ross Federal Research Corpora- 
tion reported in its Dec. 15 issue. 

Only one car owner in six now 
plans to buy a new car in 1948, 
the business paper found, com- 
pared to Crowell-Collier’s figure of 
one in four, which was set six 
months ago. 

For although the automobile 
makers are probably not too con- 
cerned, with a backlog of orders 
rising faster than shipments, MI 
says “this trend toward deferment 
of buying is a long-term warning 
to the automobile industry and is 
of immediate significance to in- 


Most Effective 
READERSHIP 


FIRST-READ and BEST-READ be- 
cause of outstanding editorial content 
geared to the interest of dealer-owners. 
F.E.R. is their own publication. 


"KEY MEN” Circulation 


85% of well-rated implement dealers 
belong to the National Retail Farm 
Equipment Ass’n. These “KEY MEN” 
place the orders and sign the checks. 
@ 


You'll reach them most ef- 
fectively in F.E.R. 


FARM EQUIPMENT /“ 


1014 LOCUST ST. ~ $T. LOUIS 1, MO. 
Official Publication - National Retail Farm Equipment Assn. 


dustries where supply and demand 
are more nearly in balance. If, 
for instance, one out of three pros- 
pects for furniture, major appli- 
ances or television sets drops off 
the lists in the next few months, it 
will make an important difference 
in 1948 sales.” 


Guess Prices Are Higher 


The respondents believe, so the 
publication found, that prices on 
automobiles are higher than they 
actually are. When asked how 
much they would have to pay for 
a Ford, Chevrolet or Plymouth 
bought from a regular dealer, 
they guessed between $1,600-$1,- 
700 in the New York area. Actual 
delivered prices in New York—but 
without dealer-added extras— 
run in the $1,350-$1,400 bracket. 

The average car owner con- 
tacted in the survey doesn’t con- 
sider the prices “reasonable,” and 
the median opinion of a fair price 
for a low-price car is $1,000. Some 
75% of the respondents intend to 
await the return of this figure. 

They feel that prices will come 
down. Asked if they. thought 
there was a “good,” “fair” or “no 
chance” that the three low 
bracket cars will be sold at a rea- 
sonable price in the future, 61% 
said “good chance,” 26% “fair 
chance.” 


Four Name Kameny 


The following accounts have ap- 
pointed Seymour Kameny Asso- 
ciates, New York, to handle their 
advertising: Novoglove Corpora- 
tion, manufacturer of women’s 
gloves; Fideletone Recording Cor- 
poration, musical instruction; Mc- 
Conkey Music Corporation, artist 
management; and Lincoln Brass 
Company, manufacturer of plumb- 
ing equipment. 


GMA Promotes Morse 


Hazen H. Morse Jr., who joined 
the public relations department of 
the Grocery Manufacturers of 
America, New York, in April, 1946, 
has been appointed director of in- 
formation. Prior to joining GMA 
Mr. Morse was executive editor 
of Grocer-Graphic, New York. 


Appoints Philips Export 


The Soundscriber Corporation, 
New Haven, Conn., recording and 
transcription equipment, has ap- 
pointed Philips Export Corpora- 
tion, New York, as its exclusive 
distributor in Brazil, Columbia, 
Venezuela, Union of South Africa, 
Greece, Portugal and Spain. 
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1947 1946———_, 1947 \¢ 1946 ; 
“Pages Lines ‘Pages Lines ‘Pages Lines Pages Lines 

GENERAL OUTDOOR 
Ace Fiction Grp.... 6.5 1,42 8.0 1,762 American Rifleman. 52.9 22,201 48.9 20,524 
American Magazine 49.9 20,978 77.3 32,459 Field & Stream... 65.4 28,043 85.3 36,600 
American Forests.. > Fe | 3,220 11.0 4,620 Fur-Fish-Game... 25.0 10,721 24.6 10,551 
American Home ... §7.1 36,004 53.9 84,081 Hunting & Fishing. 22.1 9,498 21.7 9,300 
American Legion.. 18.4 7,723 26.9 11,304 Outdoor Life ...... 58.4 25,060 69.3 29,730 
American Mercury. 4.4 798 4.3 777 oy ee 20.2 8,656 15.2 6,403 
Atlantic Monthly .. 32.0 13,440 53.8 22,575 Sports Afield ...... 53.2 22,809 66.7 28,634 
Better Homes & 

GOPRORD 4 scccerss 110.0 69,543 87.6 55,359 Total Group ..... 297.2 126,988 331.7 141,742 
Christian Herald .. 37.2 15,979 29.6 12,677 
OS a ae 5.1 3,478 3.9 2,628 YOUTH 
Cosmopolitan ..... 82.3 35,298 92.3 39,591 | American Girl ..... 16.5 7,090 14.1 6,045 
Dell Detective Grp... 17.3 7,427 19.9 8,587 | Boys’ Life ......... 25.2 17,137 25.7 17,479 
*Dun’s Review ea 47.5 19,950 49.9 21,437 +Calling All Girls.. 17.0 7,267 20.1 12,207 
fEagle Magazine .. 11.9 1,672 11.7 1,641 | ?Child Life ........ 10.3 4,416 13.9 5,841 
EL 5A oe siga dcce 18.0 12,240 7.0 4,760 tOpen Road for Boys 18.6 7,989 21.3 8,959 
RES eee 10.7 4,595 11.7 4,947 | Seventeen ......... 71.5 48,604 140.9 95,827 
Esquire (Nat'l) .... 201.7 135,520 248.6 167,076 
po Sere 23.4 16,114 21.9 15,062 Total Group ..... 159.1 92,503 236.0 146,358 
ee. eae 133.0 84,056 186.9 118,105 
trade Teacher, The 16.8 7,388 13.3 5,874 COMICS MAGAZINES 
Harper’s Magazine. 36.5 8,763 58.5 13,966 +Calling All Boys.. 4.8 1,942 10.0 3,792 
eS arr rrerer 78.5 53,351 66.0 44,855 Famous Funnies... 5.0 1,935 5.0 1,935 
House Beautiful ... 150.9 95,399 185.3 117,102 National Comics Grp. 16.0 6,048 14.5 5,481 
House & Garden... 113.8 71,904 135.3 85,513 +Polly Pigtails .... 6.8 2,740 10.9 4,134 
Improvement Era 17.6 7,535 20.6 8,845 +True Comics ...... 4.0 1,620 2.1 788 
EnestructOr 44 «sews 17.4 11,902 14.7 10,070 
Macfadden Men’sGrp. 16.3 6,995 19.5 8,354 Total Group ..... 36.6 14,285 42.5 16,130 
Mechanix Illustrated 75.7 16,960 78.1 17,502 
Motor Boating 71.0 41,736 90.1 53,006 WEEKLIES—NOVEMBER 
National Geographic 42.9 10,204 49.0 11,662 re 9 : 935 
ana Bases... 901° ARGe O86 8668 | Botnce week’ ohae ignees 8473 let's. 
Nature Magazine... 3.3 1,398 2.9 1,239 | Christian Advocate. 27.2 11,442 22.9 9,598 
PACs sseseeeseeeeee 29.3 19,890 46.1 81,365 | Collier’s ........... 279.7 190,164 309.9 210,710 
Popular Mechanics. 178.0 39,872 = 162.5 oy a EC pe aeneras 113.3 48,598 141.8 60,815 
Popular Publications — 7.1 1,586 17.5 3,912 | Porbes ............ 97.9 41,989 32.2 13,808 
Popular Science 7... 162.2 36,334 142.2 a a 31.3 32,891 28.6 30,039 
Redbook .........+. 37.6 16,141 §1.1 21,938 | aLiberty .......... 43.3 18,582 116.7 50,068 
Rotarian .......... 10.7 4,577 11.1 2g “Sa epRppeanes 370.7 252,098 333.1 226,529 
Scientific American 7.2 - 3,089 8.6 2 “ePPPaepRerer 95.2 64,744 95.9 65,211 
Sport ......+.se0. 20.5 8,790 14.0 6,021 | Newsweek ......... 232.7 97,718 282.8 118,759 
iStreet & Smith All eNew York Times 

Fiction Grp. ..... 2.5 465 4.5 837 Magazine ....... 221.2 188,033 160.6 136,519 
Sunset ............ 60.2 25,286 61.9 25,996 | New Yorker ....... 433.9 186,153 437.4 187,646 
Thrilling Fiction Pathfinder ......... 34.9 14,972 39.2 16,838 

Group ........+... 15.8 3,542 19.1 G,BVO | OPBEBES 6.0655 s cts 34.4 29,253 25.1 17,992 
Town & Country. -+ Been 75,996 259.7 174,531 cSaturday Evening 
TUG os ese eee cence 57.7 24,741 84.5 36,270 ieheknd twist 472.1 321,000 498.7 339,084 
*aV oo eee 9.4 5,769 iiss e06n% Saturday Review of 
Yachting .......... 79.8 46,922 98.3 57,800 Literature ....... 83.0 35,604 109.0 47,005 

fScholastic ........ 30.4 12,753 25.9 10,874 

Total Group 2,333.6 1,146,214 2,778.2 1,401,720 Sporting News .... 17.7 18,944 14.4 15,386 

WOMEN eThis Week Magazine 80.3 68,262 56.3 47,856 
UROL. as eskeeKs ies 81.2 34,820 172.8 78,931 fm ROPER tenes 322.8 185,579 323.1 = 135,700 
Family Circle ..... 25.9 11,103 15.4 6,591 
Glamour ...:...... 86.3 37,037 168.3 72,215 NewS ......+.+5. 115.3 = 48,409 184.0 77,272 
Good Housekeeping 133.6 57,301 145.8 62,53 
Merpere Bauear ikke 40 0580 SERA tangas | Tetel Groep ..... 3,560.6 2,046,506 3,667.7 2,046,469 
fHolland’s ........ 19.4 13,599 18.7 EE eee age 
+Household ....... 36.7 15,765 16.5 11,276 *Not included in totals. 

Junior Bazaar ..... 20.7 13,088 78.5 49,612 tPage size changed since last year. 
Ladies’ Home {December-January issue combined in 1946. 

Journal ......... 131.4 89,335 143.0 97,205 tFour issues 1947; seven 1946. 

Mademoiselle ...... 150.2 64,421 238.0 102,102 aFirst issue June, 1947. 
McCall's ........... 95.0 64,599 90.0 61,194 bOne issue 1947; two issues 1946. 
Modern Romances cFive issues both years. 
GOD tcade sasces 31.8 18,649 37.1 15,930 GOne issue 1947; five issues 1946. 
Modern Screen (MM) 37.0 15,893 47.8 20,506 eFive issues 1947; four issues 1946. 
Motion Picture (F). 35.1 15,072 60.2 25,816 fThree issues 1947; four issues 1946. 
Movieland ......... 28.7 12,293 31.4 13,474 eFour issues 1947; five issues 1946. 
Movie Life ........ 32.8 14,098 32.5 13,982 
Movie Show ....... 21.6 9.251 30.1 12/910 | CANADIAN 
Movie Stars Parade 32.8 14,098 32.6 14,010 *Canadian Home 
Movie Story (F)... 34.7 14,907 59.6 25,560 Journal ....-.--5 see see 56.0 38,07 
Ree ee 32.8 14,098 32.5 13,982 | Canadian Homes & 
Parents’ (N. Y. co ae, ar 67.8 45,641 58.2 35,49 

Metro Ed.) ...... 95.1 40,808 97.1 41,656 | Chatelaine ......... 55.9 38,034 57.1 38,837 
Parents’ (Nat'l).... 88.6 37,995 90.1 88,652 | Maclean’s ......... 75.8 51,571 87.3 59,361 
Personal Romances. 30.0 12,898 24.2 10,388 ee 83.1 55,848 85.3 57,347 
Photoplay (Mac) 41.9 17,974 64.6 27,698 National Home 
Promenade ........ 50.1 21,486 85.5 36,693 pO eee 30.7 20,862 36.3 24,706 

Radio Mirror (Mac) 25.5 10,945 37.0 15,873 New Liberty ....... 44.3 18,992 55.4 23,772 
*Real Romances... 21.0 9,016 18.0 7,657 | New World ....... 25.9 17,608 39.0 26,508 
*Real Story ....... 21.0 9,016 18.0 7,657 | Revue Moderne, La. 35.0 23,807 37.9 25,744 
*Screen Guide ..... 28.7 12,293 ‘ccs,  Saae Revue Populaire, La 38.9 27,203 36.0 25,172 
Screenland ........ 21.8 9,362 30.3 13,017 tSamedi, Le ....... 45.3 31,706 47.4 33,200 
Screen Romances... 32.2 13,803 40.6 17,435 49 
|... See 20.5 8,568 19.5 8,205 Total Group ..... 502.7 331,172 639.9 350,142 
Silver Screen ...... 21.1 9,046 30.3 13,017 

Truc Confessions () 482 18988 GSS —«afgae | “NOt included tn totale; no December, 1947, tasus 
True Experiences November linage. 

CORMOD cn ecasivess 26.6 11,426 39.4 16,912 *Canadian National Weekend Newspapers 
True Love & (Rotogravure linage) 

Romances (Mac). 27.7 11,900 38.3 16,450 *La Patrie ........ 52.9 52,934 44.5 44,507 
ee os . La Presse ......... 45.3 45,436 47.9 7,929 
mm | Se op eee iy BL rs Montreal Standard. 653.7 53,681 49.7 $0791 
bVogue oe... 171.6 108,441 296.9 187,622 | SF Weekly ------. a RE Ge tee 

Voman’s Day ..... 44.1 18,915 42.9 2 
romans. tome s 18,383 Total Group ..... 224.9 226,082 222.9 222, 
Companion ...... 69.3 47,076 73.5 49,926 ~ 
*November linage. Five issues both years. 
| Total Group .2,123.6 1,054,169 2,877.8 1,447,220 jFour issues 1946. 


To Chambers & Wiswell 


Chambers & Wiswell, Boston, 


Joins Broadcast Music 
Sidney N. Wagner, formerly di- 


—— 


Hoyt Appoints Roberts 
James R. Roberts has been 


ap- 


has been named to handle the rector of research of Chart-Facts,| pointed an account executive ° 
advertising of the Boston Post|has joined Broadcast Music, Inc.,|Charles W. Hoyt Company, New 


| Publishing Company. 


New York, as statistician. 


York. 
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82,935 
145,825 
9,598 
210,710 
60,815 
13,808 
30,039 
50,068 
226,529 
65,211 
118,759 


136,519 
187,646 
16,838 
17,992 


339,084 


47,005 
10,874 
15,386 
47,856 
135,700 


77,272 


046,469 


24,706 
93,772 
26,508 
25,744 
25,172 
33,200 
$50,142 
issue 
44,507 
47,929 
49,72 
80,791 
222,952 
—— 
en ap- 
tive 0 
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Retailers Pass Up | 


| 


Amusing Copy, | 
Abrahams Insists © 


Jew YorK—Retailers are vitally | 
interested in selling, informative 
advertisements, not the “amuse- 
ment” type used daily in national 
gavertising, Howard P. Abrahams, 
manager of the sales promotion 
division of the National Retail Dry | 
Goods Association, last week told 
the advertising and selling course 
of the New York Advertising Club. 

Asserting that the national ad- 
yertiser sells the consumer by re-_ 
mote control but “the retailer sells | 
her directly . . . he knows what) 
the consumer wants,” Mr. Abra- | 
hams commented: 

“You rarely see retailers kid- 
ding around with the sort of na-| 
tional copy we see every day. | 
Have you seen a store trying to 
sell you ‘Aroma’ coffee with the 
appeal of ‘Joe Blow has switched | 
tio Aroma because Aroma will give 
you a lift’?” 


Only ‘Amusement Value’ 


“How many of you girls would 
believe a store if it told you) 
‘You’ll be lovelier, you'll be en- | 
caged, if you use River’s sham- 
poo?’ And how many of you will 
change your brand of chewing | 
cum to Mint Bubblegum because 
Countess Vichysoisse endorsed it?” 

“These types of advertising may | 
have one value, an amusement 
value,’ Mr. Abrahams snapped, 
‘but retailers are not in the 
amusement business. They’re in 
yusiness to serve the consumers 

. knowing the consumer and 
now she reacts, they know how to 
appeal to her.” 

He quoted Kenneth Dameron of 
Ohio State University, director of 
the Committee on Consumer Rela- 
tions in Advertising, as saying: 
‘Retail store advertising was con- 
iidered generally more satisfac- 
ory from the consumer viewpoint 
han national advertising because 
t tended to give more complete 
nformation.” Mr. Abrahams said 
the same study showed that na- 
‘ional advertising was informative, 
yut “did not give sufficient infor- | 
nation.” 


Show Greater Readership 


“Because the retailer knows his | 
consumer,” he continued, “he gives | 
her the information she wants. | 
That is why retail advertisements | 
have greater readership than na- | 
tional advertisements.” | 

He discussed the range of sales | 
promotion tools: Newspapers, | 
magazines, shopping news, direct | 
mail, display, broadcasting, mass | 
media and publicity, and what he | 
called the five-point program of | 
(1) planning, (2) advertising, (3) | 
follow-through, (4) selling and 
(5) servicing. 

The lack of any of these ele-| 
ments, he said, disrupts a sales 
promotion plan. “The best retail 
advertisement, prepared by the 
finest copy talent and illustrated 
Dy top artists, loses out if sales 
people are not informed about the 
selling message and how to follow 
through,” he said. “When mer- 
chandise is right and people want 
it, retailers know how to promote | 
it to bring sales into their cash | 
registers the next day.” 


New Food Mixer Bows 

e electric appliance division | 
ol Vestinghouse Electric Corpora- | 
‘o|. Mansfield, O., is distributing | 
w portable food mixer on a 
‘Nn ted basis. Present distribution 
iS imited to the New England | 

, but will be broadened to 
areas as production in-| 


CTeases, 


Names Lester Wolff | 


‘rathon Paper Corporation, | 
isha, Wis., has named Lester | 
, olff, Inc., New York, to direct 
4 operative advertising cam- 


Ronson Pushes New 


Plastikit Accessory 


Ronson Art Metal Works, New- 
ark, N. J., manufacturer of Ronson 
lighters, is introducing the new 


ads in business papers and an- 
nouncements on the regular Ron- 


Street Car Radio 
Service Big Hit, 
WCTS Poll Shows 


/Renson Plastikit with full - page| 


CINCINNATI—First extensive 


tests of the reaction to FM radio 


son “20 Questions” program heard | reception on public vehicles have 
on the Mutual Broadcasting Sys-|shown an overwhelming prefer- 
tem. The company also plans to|ence for the. service, including 
use space in Life and The Satur-|both music and news, according 


day Evening Post. 


| to 


a five-week poll conducted by 


The kit contains five Ronson |wors, FM outlet of the Cincin- 


Redskin extra-length flints, a 
wick, wick inserter and _ spark- 
wheel cleaning brush and sells for 
25 cents. Cecil & Presbrey, New 
York, is the agency. 


Flo-Sweet Appoints Two 


Flo-Sweet Products Corpora- 
tion, a subsidiary of Refined 
Syrups & Sugars, Yonkers, N. Y., 
has appointed Louis Garcelon 
Company, Boston, as its repre- 
sentative in the Boston area, and 
Horneman-Riley & Co., Los An- 
geles, as representative in South- 
ern California and the western 
states territory. 


nati Times-Star station, WKRC. 
The survey showed that 96% of 
bus passengers who heard the 
broadcasts while riding enjoyed 
them. Asked “Do you enjoy hear- 
ing music and news while riding?” 
and ‘Would you enjoy this service 


regularly?” 98% of the public an-_ 
|swered “Yes” to both questions. 


WCTS said that, as a result of 
the tests, it will install FM radios 
in street cars and busses as a pub- 
lic service, if that action is agree- 
able to the Cincinnati Street Rail- 
way Company. 

More than 2,700 ballots were 


Zi 


cast between 9 and 11 a.m. daily ,has been a Chicago sales repre- 
on the three bus routes during the sentative for the division for over 
first three weeks of the survey. | 10 years. 


|During the last two weeks, six 
‘hours of regular WCTS broadcast- | 


programs. 


Hofman Advanced 


Dr. Arno C. Hofman has been 
named assistant director 
, dental division of Johnson & John- 
son, New Brunswick, N. J., in 
charge of dental advertising. He! 


|ing were provided for the pas- 
'sengers between 12 and 6 p.m. 

Of those surveyed by the FM 
station, 60.8% said they wanted to 
hear more music, 19% 
more news, and 5.5% 
a preference for sports or other 


asked for 
expressed 


of the 


ass 
DEPENDABLE 


ING 
ULTIGRAPH 
* MIMEOGRAPHING 


* MAILING LISTS 
x ADDRESSING 
* FOLDING 
* MAILING 
phone SUPERIOR 


PREMIER LETTER SERVICE 


520 N. MICHIGAN AVE., CHICAGO 


“CONVENTION ANDEKH/B/T 


B00THs ano DisPLays * Poinld of Gale 


SRASALAAS 
Sb Dart 


~ COUNTER 
DISPLAYS 


CHICAGO ADVERTISING DISPLAY CO. €% 


N 37 No. Wacker Drive .. 


. . Chicago 6, Ill. 3 
Phone Franklin 6957 4 
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AUTHORITY 


in the Family Field 


circulation quarterly circulation 


expectant mothers 
200,000 
quarterly circulation 


HN 


For School Executives 
31,000 circulation 


their sales stories in 


| POLLY 
PIGTAILS 

kh For girls 8 to 12 
350,000 circulation 


JACK 


ARMSTRONG 


350,000 circulation 


PARENTS’ — 
_ INSTITUTE. 


Vig 


“mt KIDS 
ae 


CALLING 
ALL KIDS 
250,000 circulation 


TRUE COMICS 
500,000 circulation 


advertisers share this 


PARENTS’ son Cia 
MAGAZINE CG | BABY : 
For families CARE — For more than twenty-one years, 
ith chi  F ! 
"ae 250,000 the PARENTS’ INSTITUTE, Inc. 


has been exerting powerful, 


authoritative influence on the 


_— pa + = osene nation’s family life. Today, 
For new and MANAGEMENT America’s leading national 


position of influence by telling 


or in 


Inc. 


CALLING VARSITY PARENTS wate 

ALL GIRLS ps For young men other magazines of the 
eh eh ‘ | under 21 PARENTS’ INSTITUTE 
900,000 circulation 250,000 circulation 


52 Vanderbilt Ave., N. ¥ 17, 
360 N. Michigan Ave., 


Chi. 1, tu. 


Atlanta 
Boston 


Los Angeles 


San 


Francisco 
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important transportation lines carry copies of 
the current issue of SPORTS AFIELD every month. 


Here is a partial list: 


American President Lines 

Arizona Airways 

Atlantic Coast Line Railroad 

Boston & Albany Railroad 

Braniff Airways 

Capital Airlines 

Challenger Airlines 

Chicago, Milwaukee, St. Paul 
& Pacific Railroad 

Delta Air Lines 

Denver & Rio Grande Western 
Railroad 

Eastern Air Lines 

Louisville & Nashville Railroad 

Missouri Pacific Lines 
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... that is one reason why most of the 


aL eed 


Nashville, Chattanooga & 
St. Louis Railroad 
National Airlines 
New York, Porto Rico 
Steamship Line 
Northern Pacific Railway 
Pacific Northern Airlines 
Pan American World Airways 
Pere Marquette Railway 
Pioneer Air Lines 
St. Louis, Southwestern Railway 
Swedish American Line 
Trans World Airline 
Wisconsin & Michigan 
Steamship Co. 


Fy sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats travel 36% more. 
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Joins Wildrick & Miller 


Don C. Silvershield, formerly 
with the Pacific Coast office of 
Foote, Cone & Belding, has joined 
the copy department of Wildrick 
& Miller, New York. 


EUROPE 


American Advertisers and Advertis- 
ing Agents will find BELGIUM a 
suitable market in which to test 
EUROPE and, from there expand 
over the whole CONTINENT. 

This will be especially so, if they 
choose as their contact 


THE VAN YPERSELE 


AGENCY, 73 Rue Royale, BRUSSELS, 


as their advisors in this 


PROSPEROUS MARKET 


Patterson Heads 
CED Finances 


New YorK—William A. Patter- 


/son, president of United Airlines, 
| Chicago, 


has been named 1948 
chairman of the finance commit- 
tee of the Committee for Economic 
Development, and his job is to 
raise some $800,000 for CED’s op- 
erations in the coming year. 

Mr. Patterson has already 


‘named 25 men who will seek con- 


tributions from the fields of com- 
merce and industry with which 
they are most familiar. The group 
includes William Chenery, pub- 
lisher of Collier’s, who heads 
magazines; Gardner Cowles, presi- 
dent and publisher, Des Moines | 
Register and Tribune, who heads | 


‘the newspaper section; Reuben B. | 


GIBBONS 
4. J. 


KNOWS 
GIBBONS LTD. avovertisine ° 


CANADA 


HEAD OFFICES 200 BAY STREET TORONTO 


TORONTO + MONTREAL + WINNIPEG « 


REGINA «© CALGARY + EDMONTON + WANCOUVER 


Clark Dolliver. 
|be publisher and Mr. 


Robertson, president, Champion 
Paper & Fibre Company, pulp and 
paper; Harry Scherman, president, 
Book-of-the-Month Club, book 
publishers, and James W. Young, 
senior consultant, J. Walter 
Thompson Company, advertising. 
Others will be named shortly. 


Buy Minnesota Papers 


Paul C. Belknap, publisher of 
the Evening Tribune, Albert Lea, 
Minn., and Raymond Holman, for- 
merly business manager of the Al- 
bert Lea paper, have purchased 
the Moorhead News Company, 
Moorhead, Minn., publisher of the 
Moorhead Daily News and Fargo 
News, a weekly paper, from J. 
Mr. Holman will 
Belknap 
president of the corporation. 


Payne Promotes Horn 


A. J. Horn, manager of the Long 
Beach retail branch, has been ap- 
pointed sales promotion and ad- 
vertising manager of Payne Fur- 
nace Company, Beverly Hills, Cal., 


| succeeding the late Ralph V. Hiatt. 


issues regular reports on 


SS 


. and each brand 


aya Ye 


THE OKLAHOMA CITY CONSUMER PANEL 


Units bought, by products and by brands 
Dollar volume, by products and by brands 
. Weight or bulk, by products and by brands 


. Place of purchase, in terms of dollar volume 


Because of the nature of The Oklahoma City Consumer Panel 
it is possible to extract almost any type of marketing information 
| essential ¢o manufacturers operating in or contemplating operating 
} in greater Oklahoma City. Among special analyses possible are: 


The Oklahoma 


City Consumer Panel 


is now ready for distribution 


a may now take the 
guesswork out of such questions as “Who is buying 
my products’ 
“Where?” ... “In what size package?” ... 
greater Oklahoma City. 


...*'How much of it?’’... 
in 


The Oklahoma City Consumer Panel is ready 
to place this information and much additional 


marketing data on your desk every 90 days. 


Brands being purchased in Oklahoma City 
Number of families buying the product 


Oklahoma City 


The Oklahoma City Consumer panel, as its 
name implies, is a day to day record of purchases 
made by a representative group of greater 


consumers for food, household, 


drug and cosmetic classifications. The information 


is furnished by the housewife, not the dealer. It 


Consumer purchases by income, age and racial groups; degree of 


brand loyalty; effectiveness of test campaigns. For full details of 
this special service, write today. No obligation, of course. 


THE OKLAHOMA PUBLISHING COMPANY 


ORLANOMA CITY 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


RADIO STATION WKY 


is not a Once a year Or Once a month inventory, but 
a continuous record of every purchase. 


The Panel is conducted by Audience Surveys, 


Inc. Sampling procedure was planned by 
Dr. Raymond Franzen. Dr. Paul Edwards is serving 


as consultant on 


other technical aspects. Its sound- 


ness has been assured by an advisory committee 


of prominent advertising research authorities. 


Reports are issued at the close of each quarter. 


The first, covering the July-September, 1947, 


period, is ready 


. Your inquiry about The Okla- 


homa City Consumer Panel and its application to 


Represented by The Katz Agency, Inc. 


your own particular problems is solicited. 
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You Ought toKnow... 


Eltinge F. Warner 


i a a A A A i i i i i i i i i i i i i i i ie i i i ei ti i ei ae i ei aie ei ein ti i ae ei a aia 


If you were to visit the office of ,sportsmanship and sane conserva- 
Eltinge F. Warner, one of the coun- tion, and giving visual instruction 
try’s crack shots and leading/|in the correct methods to use in 
\sportsmen, you would probably |many kinds of hunting and fish- 
| not find the publisher of Field &|ing. A big plus, of course, is the 


Stream at home. | valuable 

8 ws Chances are that|sented on the proper equipment to 
he would be re-|use for various types of outdoor 
ported on a trip sports, as well as about the many 
to Texas and | kinds of wildlife in all parts of 
Mexico, where he | America. 


has recently been 
producing 
sports movies, 
onedevoted to 
white-front geese 
and the other to 
redheads and 


Eltinge F. Warner 


pintails. 
His New York office is filled with 
gunning trophies, cups, official 


|gunning field trial ribbons and 
|other memorabilia of the outdoors 
|—for Mr. Warner is not only the 
publisher of a leading magazine in 
the outdoor field, but gets his 


the kind of life the magazine is 


or gun, that probably adds up to 
|the ideal vocation open to any 
|mere mortal. 

One of the more _ spectacular 
| phases of Mr. Warner’s career has 
‘carried him into the motion pic- 
| ture field in a big way. Along with 
|production of many films for the 
/entertainment of readers of Field & 
| Stream, he is responsible for the 
| production of numerous movies for 
RKO-Pathe Sportscope and the Na- 
tional Film Board of Canada. Asa 
result of these activities, the maga- 
zine now has one of the largest 
film libraries on outdoor sports in 
the world, ranging all the way 
from hunting quail to tangling 
|with the ferocious grizzly in his 
/native lair. 

About 10 years ago the pro- 
ducers of the famous RKO-Pathe 
|Sportscope, widely distributed 
\through motion picture theaters, 
|contacted Mr. Warner for infor- 
|mation as to where they could 
make a bird dog movie. The re- 
sult was that the publisher took 
/on the assignment of picking the 
| location, doing the technical direc- 
'tion and also the gunning. The 
picture made such a hit with 
theater audiences and motion pic- 
|ture authorities that it missed 
|winning the Oscar for the best 
|short of the year by only one vote. 
| The success of this assignment 
'resulted in an agreement with 
RKO-Pathe for Mr. Warner and 
his staff to take care of all the 
fishing and hunting subjects in the 
Sportscope series. Three were 
| made during the past year. All are 
exhibited, of course, with full 
|ecredit to Field & Stream and its 
publisher, which is not bad promo- 
tion for both the outdoor sports 
field and the magazine. 

Mr. Warner naturally feels that 
motion pictures have helped 
greatly to popularize outdoor 
sports by providing clubs and asso- 
jciations with entertainment, 
|spreading the gospel of good 


| 


information thus pre- 


The publisher’s interest in pic- 


two tures dates back to 1915, when he 


and Jack Eaton organized Town & 
Country Films to produce one-ree] 
hunting and fishing shorts for 
weekly newsreels. They went from 
there to a series of 12 sports shorts, 
of a satirical character, produced 
with James Montgomery Flagg, 
who wrote the scenarios and did 
the posters. Entitled ‘Girls You 
Know,” the pictures were pro- 
duced for Paramount- Famous 
Players, and the stars were 


selected from the Ziegfeld Follies 


greatest satisfaction from living | 


lovelies. Eaton later joined Grant- 


‘land Rice in the production of his 


devoted to. To any devotee of rod | 


popular Sportslight newsreel. 

About this time Mr. Warner or- 
ganized the Zane Grey Motion 
Picture Corporation. He had been 
closely associated with the famous 
author and sportsman, having pub- 
lished his first story on the great 
outdoors in Field & Stream. Ar- 
rangements were made to produce 
the Grey novels on the screen. 
They included “Desert Gold,” 
“U-P Trail,” “Riders of the Purple 
Sage” and other thrillers. 

The publisher-sportsman’s repu- 
tation as a crack shot is world- 
wide. In 1929 he spent a month at 
Monte Carlo. On the way over he 
won the Transatlantic clay pigeon 
championship, held aboard the Ile 
de France. While in Paris during 
that visit, he won a leg on the 
Challenge Cup of France, shoot- 
ing at the Tir aux Pigeons in the 
Cercle du bois de Bologne. For 
this exploit he was made an hon- 
orary member of the club—the 
only one from the United States. 

In 1930 he won the President’s 
Cup for live pigeon shooting at the 
Aiken Gun Club. In _ 1934 he 
hunted the great grass preserves 
in Austria, Hungary and Czecho- 
slovakia, shooting pheasants, Hun- 
garian partridges, hare, roebuck 
and stag. In 1935 he won the 
President’s Cup at the Philadel- 
phia Gun Club, which had been in 
competition for six years. On two 
occasions, in gun club competi- 
tion, he has knocked down 12! 
birds without a miss. 

After 41 years as publisher 0! 
Field & Stream, Eltinge F. War- 
ner not only is still practicing 
what he preaches, but is showin: 
a lot of the young fellows who ar: 
coming into the field the right kind 
of gun handling, safety in the field 
and particularly the fun, healt! 
and pleasure they can have wit! 
a gun and fishing rod. From 
publishing standpoint, he is help 
ing to build greater opportuniti« 
for both readers and advertiser 


Direct Mail Club Elects 


Philadelphia Direct Mail Club 
has elected Howard Dana Shaw 
president and Louis Neibauer, Ed- 
ward Stern & Co., vice-president. 
Frances Vollmer, Earle A. Buck- 
ley Organization, and Harry 
| Beard, J. B. Lippincott Company, 
have been named secretary and 
treasurer, respectively. 


Walker Names Ray 


C. A. Ray, formerly director of 
advertising of the Maico Company, 
has been named an account ex- 
ecutive of Harold C. Walker, Ad- 
vertising, Minneapolis. 


Editors Elect Wheeler 


The Northern California Indu: 
trial Editors Association has elec‘ 
ed Alfred P. Wheeler, editor « 
*‘Matsonews,” Matson Navigatio 
Company, president. Other 0! 
ficers elected are Lloyd Harr 
Paraffine Companies, vice - pres 
dent, and Jean Wagner, Cutté 
Laboratories, secretary. 


Clapp’s Names Thomas 


R. B. Thomas, vice-president 
American Home Foods, New Yor'. 
has been appointed general mal- 
ager of Clapp’s Baby Food @'- 
vision of the-company. 
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GOOD VISIBILITY—The large windows 


of the new Schick service branch make 


the showroom visible from 5th and Madison Ave. in New York. The windows 
are arranged with intermediate displays of the Schick electric shavers and ac- 
cessories so that the entire inside of the store can be viewed by passers-by. 


Slick Schick 
Service Branch 
Opens in N. Y. 


New YorK—Any Schick user 
whose razor needs repair should 
welcome the excuse to visit the 
new Schick service branch and 
showroom opened recently at 20 
E. 40th St., here. The new branch 
replaces the old service branch on 
42nd St. and is modern to the 
highest degree. 

While you wait for your Schick 
razor to be overhauled, a maze of 
colors will dance before your eyes. 
The decorations are predominantly 
red, sepia and straw, with char- 
coal gray ceilings and furniture 
and fixtures in pearl gray bleached 
oak. Overscaled models of the 
Schick Super and Schick Colone] 
razors are featured spots in the 
showroom. 


Other Products Displayed 
A huge photo montage showing 


various operations in the manu- | 
electric | 


facture of the Schick 
shaver and the plant occupies one 
side of the room. During your wait 
you may inspect the displays of 
Schick toiletries or learn the con- 
venience of the new Schick Shave- 
rest, which when placed on the 
bathroom wall keeps the shaver 
handy and safe, shuts off the cur- 
rent automatically and zips up the 
cord. 

Behind the showroom Schick 
employes are busy repairing razors 
which can be mailed or brought in. 
Mail repairs are shipped out with- 
ina day. 

“We feel that this service branch 
is the finest in the country,’ Ken- 
neth C. Gifford, president 
Schick Service, Inc., Stamford, 
Conn., said. Other Schick service 
branches that have been remodeled 
within the past year include those 
in Miami, Montreal, Stamford and 
Buffalo. 


Capitol Records Shifts 


Capitol Records, Ince., Holly- 
wood, has promoted Robert W. 
Stabler, from eastern’ regional 
manager, with offices in New 
York, to the newly created posi- 
tion of assistant national sales 
manager. William R. Hill, mid- 
west regional manager in Chicago, 
has been named to succeed Mr. 
Stabler in New York. Ray March- 
banks, southern regional manager 
in Atlanta, replaces Mr. Hill, and 
\.ctor E. Blanchard, manager of 
the local Atlanta branch of Capitol 
Distributing Company, 


Records 
replaces Mr. Marchbanks. 


Grant Promotes Pecorini 
‘udolph Pecorini, research di- 
tor of Grant Advertising, New 
k, has been appointed director 
media and research for the 
ney’s New York office. Associ- 
i with Grant for the past four 
rs, Mr. Pecorini will handle 
1 domestic and foreign media. 


Leaves Underwood Ltd. 


e Trenholm has resigned as 
ector of public relations of 
ierwood Ltd., Toronto, effective 

1. His future plans have not 
©n announced as yet. 


| 


| Appoints Dienst] A.M. 


Raymond F. Dienstl, assistant 
advertising manager, has been ap- 
pcinted advertising manager of 
‘Chain Store Age—Fountain-Res- 
taurant, New York, effective 
Jan. 2. 


40 GM Workers 
Win New Autos 
in Job Contest 


DETROIT — Forty employes of 
General Motors Corporation from 
10 states who like their jobs, and 
told their boss so, were presented 
gold keys to sleek new automo- 
biles by GM President C. E. Wil- 
son at ceremonies in the Statler 
Hotel here. 

The party, attended by top ex- 
‘ecutives of the auto manufactur- 
‘ing company, marked the payoff 
of the firm’s “My Job and Why I 
Like It” contest, which drew letter 
‘entries from 174,854 General 
Motors employes throughout the 
nation. A total of 4,105 other 
workers were notified that they 
had won prizes ranging from re- 
frigerators and electric ranges to 
home freezers, electric ironers and 
other GM products. 

Top award went to Thomas B. 
Anslow, 42, of Flint, Mich., a drop 


|forge operator in the plant of the 
Buick Motor division. He _ re- 
ceived a Cadillac convertible. Ans- 
low’s letter, termed the best by a 
board of judges that included Dr. 
John W. Studebaker, United States 
Commissioner of Education, and 
Detroit poet Edgar A. Guest, said 
in part: 


“A drop-forge worker is a pe-| 


culiar sort of a Joe. .He has a 


tough job, and he is proud of it. | 


He makes forgings eight, nine, 10 
hours a shift. 

“After work he makes them in 
the tavern, he makes them at the 
dinner table—in fact, he makes 


them wherever and whenever he | 


can get anyone to listen—and he 
always makes them better than 
the other guy...” 


‘Look’ Ups Shepard 


Thomas R. Shepard Jr. has been 
appointed Los Angeles advertising 
manager of Look. He has been a 
member of Look’s sales staff, 
working in the Cleveland and 
Boston offices. 


25 


Buy Outdoor Ad Firm 


R. W. Elkins and his father, Leo 
A. Elkins, assistant Los Angeles 
manager of Foster & Kleiser Com- 
pany, have purchased the Nevada 
/Outdoor Advertising Company, 
with headquarters in Las Vegas, 
‘from William F. Kuert. The com- 
pany operates posting and paint 
plants in Kingman, Ariz., and 
Barstow and Needles, Cal. R. 
Elkins will manage and operate 
the business. 


*XYOUR DIRECT MAIL* 


the day you want it 
the way you want it 
eee 


Direct Mail Specialists 
eee 


@ Multigraphin 
© Mailte . 


@ Mimeographing 


in @ Addressing 
@ Addressograph Lists 
@ Varityper Composition 


CALDWELL 


LETTER SERVICE 
5 WEST ONTARIO STREET 
MH SUPerior 8154 Chicago x 


JOBBER 


Hundreds of thousands of carloads 
of an infinite variety of building ma- 
terials are on the road to wholesalers 
and jobbers. whose executives and 
salesmen read American Builder. 


DEALER 


\merican Builder's. 


of | 


Subscribers 


rl. eh iamte veaen 
” AWERITAR © 
7 2c NNR 
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0,00( 


Out from the jobbers’ warehouses go 
building materials to fill dealers’ 
orders. American Builder reaches the 
dealers who handle more than 85% 
of the building material volume. 


BUILDER 
American 


the largest and 


in the building 


the largest and strongest 


industry, covering 
every vital point-of-sale. 


i 


through the established channels of distribution 


Builder 
with builders of light construction— 


ume buyers reached by any magazine 


aH 


is the standby 


strongest list of vol- 


field. 


group in the light construction 


O FACILITATE the movement of a building product 


and to assure its application or use on a construction 


job, requires the approval of the primary factors who 


control buying at three strategic points — the whole- 


saler’s warehouse, the retailer's yard. and the point of ap- 


vfacturers’ plants to final application or sale. 


plication at the construction site... Obviously, all three 
factors must agree that the product is salable; that its 
performance is up to accepted standards. Any disagree- 
ment by any factor may mean ‘no sale” for the product 
... With strategic distribution of its circulation covering the 
primary factors — wholesalers, retailers, and builders - 
American Builder exerts a powerful influence over the en- 


tire range of movement of building products from the man- 
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drawings (in comparing ads using | these above-average subjects as 


26 
Copy Research Ca dominant illustrations). 
| 5. Food illustrations chalked up 
- above-average performances, in 
Save Ad Failures all three illustrative techniques. 
’ 6. Dominant reverse-plate areas 
(defined as at least 25% of the 
,ad’s area) appear to reduce read- 
Stanford Declares =i: 
7. There are plenty of miscon- 
|ceptions in copy—pictures show- 
Second Bureau Study 'ing food in ready-to-eat form per- 
Shows Neglected Ads form half again as well as other 
Pp Wi ‘pictorial subjects, the analysis 
rove inners |shows, yet less than half as much 
|advertising, measured in linage, is 
New York—Basing his remarks | devoted to the food pictures. 
on the premise that “there has, g. Similarly, above - average 
never been —and probably never | cyupjects for pictures in ads are 
will be—a substitute for creative |pabies, personalities, animals and 


skill and ingenuity,” Alfred B. : 

- = children — yet less than half as 
Stanford, national director, Bu- > , 
reau of Advertising, American much advertising is devoted to 


| 


to those below average, such as 
unidentified families or couples. 
9. In general, recipes in com- 
bination with dominant food pic- 
tures will increase readership, as 
will timeliness — but humor and 
fantasy must be carefully handled. 


Pacific Hooperatings 
Show Winchell First 


The November Pacific Program 
Hooperatings report shows Walter 
Winchell in first place, Bob Hope 
second, and Jack Benny third 
among the first 15 evening pro- 
grams. 

The average evening rating is 
9.0, up 0.1 from the last report and 
down 0.2 from a year ago. The 
report shows an average daytime 
rating of 3.5, up 0.2 from last re- 
port, down 0.4 from a year ago. 
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Monarch Shifts Ad ery “heia siso will be stepped ws 


jery field also will be stepped up. 
Policy for 1948 | 


Weiss & Geller, 
| agency. 

Cuicaco—Reid Murdoch & Co. 
will shift its advertising program 
from spot radio and small news- 
paper space exclusively to “an in- 
tense schedule of large impact 
magazine ads in colors,” for Mon- 
arch foods. 

The company, a division of Con- 
solidated Grocers Corporation, has 
not yet completed the magazine 
schedule for the new color ads, 
but asserts that it will continue 
its policy of extending Monarch 
advertising in direct proportion 
to the increase in sales. 

Point-of-sale material and store 
displays will back up the new 
program, and trade publication 


Inc., is the 


Industrial Editors Elect 


Mrs. Ruth Johnson, editor of 
Texas Outlook, has been elected 
president of the Fort Worth chap- 
ter of the Southwestern Associa- 
tion of Industrial Editors. George 
R. Kelly, advertising manager of 
Universal Mills, was named vice- 
president, and Arnold Stephens, 
editor of National Banker, secre- 
tary-treasurer. 


To Fellows-Bogardus 


The Syracuse Centennial Com- 
mission has appointed Fellows- 
Bogardus Advertising, Syracuse, 
to handle its advertising. 


Newspaper Publishers Association, 
last week unveiled the bureau’s 
slide film, “More Power in News- | 
paper Ads, Part II.” 

The function of the study, in 
Mr. Stanford’s view, is the de- 
velopment of certain principles 
which “used with skill and judg- 
ment should make newspaper dol- | 
lars more productive, if in no | 
other way, by helping to avoid, 
flops.” 


| 


Studies Grocery Ads | 
| 


‘Like its predecessor, the film is 
devoted principally to grocery ad- 
vertisements, and concerns itself 
solely with women’s readership. 
It concedes that readership is not | 
the sole criterion, but argues sens- 
ibly that “an ad cannot sell the) 
woman who doesn’t read it.” 

Some of the conclusions: 

1. Although, in small sizes, all- | 
type ads do better than illustrated | 
ads, illustrated advertisements | 
generally do much better. 

2. Single dominant illustrations | 
do better than multiple illustra- | 
tions, regardless of the illustrative | 
technique used. 

3. Within limits, the bigger the | 
illustration, the better the per-| 
formance. | 


4. Photographs do better than | 


to the Rich ~* 


Central Texas. 


MARKET 


Ask any advertiser and he'll tell you | 
that products which SELL best in the 
righ Central Texas Market are those ad-| 
vertised in the Waco News-Tribune & | 
Times-Herald. Ask him why and you'll | 
hear him say that these, and only these 
great dailies, dominate the compact 
1}-county trade territory which is Texas’ ee ee 
Fifth Major Market and influence the buy- oe es 
ing habits of more than 330,000 persons. | oe 
In Waco, the hub of this vast industrial 
and agricultural empire, nine out of 
every ten persons read one of these pub- 
lications. Stake your claim to the Central 
Texas Market . . . and work it through 
the columns of the 


THE WACO NEWS-TRIBUNE 


WACO TIMES-HERALD 


3 WACO, TEXAS 
* MORNING * EVENING  ° SUNDAY 
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NEW IDENTIFICATION OF 
THE WALL STREET JOURNAL 


OW you can measure the full weight of The Wall Street 
Journal’s coverage of business and industry in terms of your 
own marketing needs. 

A new one-out-of-four analysis identifies... by business, position 
and function ... 187,868 proved, regular readers of 113,406 
subscribed copies. 

114,876 readers are in industry and commerce—more 
than 61% of the total readership. 
Of this number, 52,413 are engaged in manufacturing. 


125,776 are Owners, Partners, Presidents, Department 
Heads, Purchasing Agents and Corporation Officers. 


The Wall Street Journal today not only reaches top decision 
makers and operating executives of “big” business but makes sure. 
positive contact with the heads of “little” business everywhere. 
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Advertising Age, December 22, 1947 


The accelerated 1948 ad program | 


Minnesota Apparel ,,: include copy for the heavy 


Industries Plan 
Expanded Drive 


MINNEAPOLIS—Separate divisions 
o! Minnesota Apparel Industries 
will launch intensified business 
puper ad campaigns in January to 
strengthen the appeal of “Minne- 
sota Inspired” trademarked mer- 
chandise. 

The divisions vary in product, 
scope and consumer group, but the 
individual advertisements promot- 
ing their products also will pro- 
mote the market as a whole. The 
trademark “Minnesota Inspired” 
serves to give national identity to 
firms associated with the apparel 
group. 


‘outer apparel, lingerie, infants’ 
|and children’s wear, overcoat and 
topcoat, and distributors’ divisions. 
'The distributors’ series will tell 
| the merchant that Minnesota is his 
|natural market, that there is up- 
wards of $10,000,000 worth of mer- 
chandise ready for immediate de- 
livery and compositely grouped in 
distributors’ stockrooms. 

Business papers on the schedule 
include Apparel Arts, Boys’ Out- 
fitter, Commercial Bulletin & Ap- 
parel Merchant, Department Store 
Economist, Infants’ and Children’s 
Review, Lingerie Merchandising, 
Men’s Wear, Merchants Trade 
Journal, Stores and Women’s Wear 
Daily. In addition, the campaigns 
will be merchandised to retailers 


with a 
program. 


stepped-up promotional 


Boat Show to Mackay 


The Pacific Northwest Boat 
Show, to be held in Seattle Feb. 
21-29, has named the Wallace 
Mackay Company, Seattle, to di- 
rect its advertising. Advertising 
will be placed in Pacific North- 
west newspapers, Pacific Coast 
magazines and trade publications, 
radio and outdoor. 


Morse Joins ‘’47’ 


John Morse, former editor in 
chief of the Magazine of Art, New 
York, has joined *47—the Maga- 
zine of the Year, New York, as 
consulting editor and will work 
primarily in the field of fine arts, 
dealing with both articles and 
visual material. 


Printing Supplies 


Unaffected by Ban 
on Canada Imports 


VANCOUVER — Despite the con-| 
trary belief held by some Cana- 
dian firms, there is said to be 
nothing in Canada’s “austerity 
program” which prevents the im- 
portation of printing and photo- 
engraving equipment by Cana- 
dians. 

The Customs Appraising Divi- 
sion here is authority for the rul- 
ing that very little in the way of) 
printers’ and engravers’ equip-| 
ment is banned under the recently | 
announced program. As _ previ-| 
ously, Canadian firms may pur- 
chase printing presses, linotypes, | 


READERS ESTABLISHES HOW 


PENETRATES MANAGEMENT! 


Here’s intensive penetration 


where you want it—among the 


men who control the marketing, purchasing and expansion poli- 


cies of their companies. 


Why do these influential and important men read The Wall 
Street Journal? Because they need thorough, dependable business 
news every day. A more than tripled circulation since 1942 is 


proof of that fact. 


These men read The Wall Street Journal’s columns thoroughly. 
Reader traffic averages 75.6% per page. Its high renewal rate— 
76.8% (one of the highest known) —insures continuity that helps 
your advertising do a better selling job at lower cost. 


The Wall Street Journal is the preferred buy for advertisers who 
want thorough coverage of both large and small industry. If you 
advertise to business, The Wall Street Journal should head your list. 


A Sitth of the 1,200 members cast 


if 
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chases, type, etc., as well as the 
normal photo-engravers’ supplies. 

American exporters, it was ex- 
plained, must observe certain 
forms and regulations, most im- 
portant of which is “FEC.100.” 
This document is virtually an 
okay by the Canadian Federal Ex- 
change Control for imports of 
specified equipment. 

Canadian publishers and print- 


‘ers previously had thought that 
/such equipment would be classed 


among “luxury goods.” Although 
subsequent rulings may alter the 
situation, that is not now the case, 
according to the Vancouver di- 


' vision. 


Standard Oil Buys 
First WEWS-TV Show 


First contract for a commercial 
television program. in Ohio has 
been signed by Standard Oil Com- 
pany of Ohio with WEWS-TV, 
Cleveland. The program, to be 
heard Saturday nights, starting 


/next year, will be called Sohio’s 


“Tele Talent Search.” McCann- 


Erickson will supervise the show. 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red_ plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will] 
be sent promptly. 


Over 44 Years in Business 


STANDARD PRESSED 


JENKINTOWN, PA. Box 
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among the extra family audience 
reached through New York's 
No. 1 evening paper 


ORE customers with more money to spend is the plus 

value you receive with the Journal-American. Every 
weekday the Journal-American reaches the largest evening 
audience in the world’s richest market. 


This great newspaper offers distinct advantages to national 
advertisers. The Journal-American’s dominant circulation 
. .. nearly twice that of the second evening paper and more 


than the second and third papers combined . . . means greater 
readership for you. 


The Journal-American’s leadership in the home . . . telling 
and selling 4 out of every 10 families who read a metropolitan 
evening newspaper . . . means greater influence for your 
sales messages. 


A circulation bonus in this market — such as the Journal- 
American offers — is assurance not only of widespread 
coverage but more effective response among free-spending 
New York families. 


To move merchandise you need customers. And that’s just 
what the Journal-American delivers . . . real customers in 
overwhelming numbers. 
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Comics Content 


Can Do Serious 
Job, Firm Finds 


Free Enterprise Made 
Simple, Taft-Hartley 
Law Clarified 


New YorK—The fact that they 
present serious thoughts, that they 
explain and defend the free en- 
terprise system, or that they ex- 
plain the critical points of the 
Taft-Hartley Act, doesn’t disturb 
their readers. They’re comics, and 
they’re lovely—or so General Com- 
ics feels. 

General Comics was founded in 
1943 on the premise that there was 
money in comics for public rela- 
tions and commercial purposes. 

It originally did a considerable 
amount of work for the armed 
forces. For example, faced with 


ers” for the Navy’s battalions, it 
produced comic magazines iden- 
tical with those going on the news- 
stands—except that the language 
balloons were reduced to a basic 
375-word vocabulary. In these is- 
sues, ads were dropped, and word 
and reading exercises substituted 
in their place. 


Turns to Industry 


Feldon and Eric Singer represent 
| the National Comics Group and 


| 
| 
| 
| 
| 


| 
| 


derfully easy to take.” 

The company also plays other 
angles. It writes advertising for 
insertion in comic books, particu- 
larly the National Comics Group. | 
This is true because Richard A. 


are principals, with Harry E. 
Childs, in General Comics. Mr. 
Childs, who directs General, was 
with National in public relations | 
and promotional capacities before | 
General was founded. 


Two New Ventures | 
| 


Recently General Comics em- | 
barked on two new ventures. One | 
is a “free enterprise” comic slated | 
to run in the house magazines of 
several advertisers; the second s| 
a comics treatment of Claude Rob- 
inson’s findings on the Taft-Hart- | 
ley law. 

The free enterprise series oper- | 
ates like this: House organ editors | 
get five pages three times a year, | 
of which they may use four pages. | 
The five pages are devoted to (1) | 
competition; (2) incentive; (3) 
function of management; (4) mass | 
production, and (5) entertainment. | 

The house organ editor can de- 
cide whether to lighten his mes- | 
sage with the entertainment panel, | 
and he can exercise some choice | 
over the content. 


Others Purchase Series 


The free enterprise explanation | 
series was originally done for a| 
single company, but General Com- | 
ics subsequently obtained permis- 
sion to sell it to other companies. 


But as the war wore on, General | Remington - Rand, International | 


/ Comics began to swing its sights| Harvester and Aluminum Com-| 


over to industry, and began to sell| pany of America are using the 


manufacturers on comic 


books | series, with others at the point of | 


which could be used for public | signing. 


relations tools, or in schools, or as 
mailing pieces. 

Among those who have signed 
up for booklets, and some of them 
have embarked on a series, are 


| 


Latest wrinkle is the explanation | 


Advertising Age, December 22, 1947 


=== I'VE GOT A TOUGH 
JOB ON MY HANDS. 


g | IT'S UP To ME To 
PRODUCE A GOOD \R. 


\ BALL TEAM NOW 


THAT ['M THE 
cs) 
c 


WHAOOAYA MEAN YOU'VE 
GOT A TOUGH JoB,’? IT'S 
PLAYERS LIKE ME WHO 
DO ALL THE WORK. 
YOU'RE JUST ALONG FOR 
THE RIDE 4 


THIS BALL CLUB COULD & 
RUN ITSELF.’ WHAT'S A 
MANAGER GOT TO DO 
WITH IT 7 


im’ «6THAT'S EASY. I'LL HAVE 
\!{ THE HAPPIEST BUNCH ATH 
"OF BALL PLAYERS IN | 
THE LEAGUE 

| 


THAT'S RIGHT, BOYS! PLAY IN ANY 

POSITION YOU WANT.’ WE WONT 

HAVE ANY TROUBLE FROM y———~S 
NOW ON... 


JUST ONE BIG 
HAPPY FAMILY 


WE'LL GO PLACES 


THAT'S GREAT.'| | LET'S GO! 
I NEVER DID | | THE GAME 
LIKE IT OUT STARTS IN 
IN LEFT TEN 


THIS WILL 
REVOLUTIONIZE 
NO MORE 
. SITTING ON 


j l\ am TS My I WAS , QuiT 
| TW TURN TC HERE u( SHOVIN’ 
Pet ele PITCH FIRST “ oe ; 
[——_ ae = \ set S AG Fea —s - 
— = San —— a wy \. pF rym 
-~ te f It GIVE op a 
bs = 4 HIM My OL’ att 
— ” \ SCREWBALL : 
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Thar! TOT Te TOOT 


ENTERPRISE—Here is a sample panel from General Comics’ free enterprise 
treatments, which are sold as a package to run in house organs, and are cur- 
rently being used by International Harvester, Remington-Rand, Alcoa and others. 


not use the name of the company 
for which it was being prepared. 


of the Taft-Hartley law. As Opin- Accordingly, it took a black-and- 


ion Research, Inc., discovered, | 


workers favored the provisions of | “Simplex Company” to the Psy-/|s 


white presentation for a fictitious 


‘Kaiser-Frazer 


Offers $135,000 


the law, while dismissing it con- ‘chological Corporation, and asked | 111 8 Contests : 


| 
NOW, GET THIS, 
MR. ALBRIGHT... 
ALL THE THINGS 
YOU JUST VOTED 


=: © 


BE 7? I'M IN FAVOR 
OF THOSE THINGS 
YOU MENTIONED... 
BUT I HEAR 
THAT LAW IS 
A BAD ONE 


By 


wt] | 


aS 
r is 


AMUSIN', UNCONFUSIN'—This panel, 


from a four-page treatment of the 


Taft-Hartley law for an unnamed advertiser, carries the gist of General Comics’ 


treatment. 


General Electric Company, Stand- 
ard Oil of New Jersey, Melville 
Shoe Company, Institute of Life 
Insurance, Great Atlantic & Pacific 
Tea Company, Columbia Records, 
Inc., and Swift & Co. B. F. Good- 
rich, Olin Industries, Bright Star 
Battery Company and U. S. Rub- 
ber use General to prepare comics 
ad copy. 

General makes no bones about 


why comics function. A _ typical 
promotion piece asks: “Are you 
talking a language the people 
understand? Not just the well- 
read, well-informed people who 
are your personal friends, but 


those many millions of people you 
want as your company’s friends... 
You see, of all American adults, 
37,000,000 never finished grade 
school, 77,000,000 never finished 
high school. They embrace the 
comics because they're reluctant 
readers, and comics are so won- 


Workers like the law's provisions, but dislike the law itself. 


/ment, 


the research company to check it) 


for idea penetration, and for ways 
it should be revised. 

The revisions were slight. Some 
of them came at the insistence of 
the sponsor, who wanted to lean 
over backwards to explain that 
workers need not take this presen- 
tation as the complete answer, and 
from General Comics’ legal depart- 
which wanted some minor 
changes in preliminary text. 

While the Taft-Hartley explana- 
tion is still ticketed for only one 
advertiser, General expects that it 
will be able to get a copyright re- 
lease, and sell the presentation to 
other companies.. There is a sub- 


stantial saving for the original 
sponsor involved. 
One sidelight from the Psy- 


chological Corporation findings: In 
the comics, the girl explains that 
she’ll have to work at night be- 
cause “evenings are the only time 
I can find workers at home.” The 
respondents noted that, and 
thought it was a shame the poor 
girl had to work at night. 


Goodrich Appoints Four 


temptuously as a “slave labor bill.” 
Convinced that the explanation of 
this paradox lay in the misunder- 
standing of what the law actually 
contained, one major corporation 
asked General Comics to interpret 
OPI findings. 

In General Comics’ treatment of 
Taft-Hartley, a girl gets a new 
job as a researcher, and is assigned 
to ask workers their opinions about 
provisions of the Taft-Hartley law. 
As she says, “Most of the workers 
I talked to wanted certain things 
in connection with their jobs, their 
unions, their employers . . but 
when they were asked about the 
Taft-Hartley law, most of them 
said they were against it... The 
things they want are part of the 
Taft-Hartley law but they 
don’t like the law itself.” 

General Comics wanted to test 
the effectiveness of its presenta- 
tion of the T-H paradox, but could 


E. L. Byan has been named 
manager of sales for coated fabric, 
calendered sheet, coated wire 
products and Playponds of the 
plastic materials sales division of 
B. F. Goodrich Company, Akron, 
O. Other appointments in the di- 


vision are: William M. Gaston, 
manager of distributors’ sales: 
R. L. Hill, manager of sales for 
extruded and molded _ products, 


and N. P. Singleton, manager of 
sales for cast and calendered film 
coated paper and packaging ma- 
terial. 


Advances Bauch 


Norman Bauch, former execu- 
tive vice-president of the Allied 
Home Products Corporation, and 
director of sales and advertising 
for National Dairy Products Cor- 
poration, New York, has been ap- 
pointed director of sales of United 
Distillers of America, New York. 
He joined the company last Sep- 
tember. 


WiLttow Run, Micu. — Kaiser- 
Frazer Corporation will award a 
|total of $135,000 in prizes in a 
series of eight weekly contests for 
25 - word - or - less endings of the 
sentence, “New Kaiser and Frazer 
cars appeal to me because .. .” 

The first contest, which will 
close Dec. 28, was announced last 
week in large insertions in 1,200 
daily newspapers, spots on 300 
‘stations, and the Wendell Noble 
‘news program on 400 MBS sta- 
tions, through Swaney, Drake & 
Bement. 


Run Through February 


The contests will run consecu- 
‘tively until Feb. 21. Each will 
offer a Frazer sedan as first prize 
‘and Kaiser sedans as second and 
third prizes. Other prizes, each 
/week, will be $500 in cash, a 
radio-phonograph combination, 1 
Kaiser dishwashers, 50 sets of four 
Goodyear whitewall tires, and 100 
K-F wool plaid lap robes. 

Entries will be judged by Reu- 
ben H. Donnelley Corporation. 
Entry blanks and “tip sheets” on 
features of the cars are available 
at the 4,000 K-F dealers through- 
out the country. 


KAISER-FRAZER DECIDES 
TO OFFER YEARLY MODELS 


WILLOW Run, Micn.—Instead of 
the continuing-improvements-but- 
no-yearly-models plan, outlined 
by Joseph W. Frazer’ several 
weeks ago (AA, Dec. 8), Kaiser- 
Frazer Corporation has decided to 
introduce yearly models hereafter. 

Executives would not go into 
details on the plan. Present 
models became “1948 models,” 
without basic changes, on Dec. 1. 


Sinsheimer Leaves Peck 


Arthur Sinsheimer will resign 
from the post of director of radio 
and television at Peck Advertis- 
ing, New York, effective Jan. 1. 
He expects to announce a new 
affiliation in the near future. 


Zenith-RCA Legal 
Battle Threatens 
Radio Patents 


WILMINGTON, DEL.—Preliminar, 
legal skirmishes over radio pat- 
ents, instigated by Zenith Radic 
Corporation in U. S._ District 
Court, may open the way for test- 
ing the validity of hundreds ot! 
radio patents, according to leading 
patent attorneys here. 

About a dozen years ago, the 
government brought an anti-trust 
suit against RCA and other large 
electric and radio companies in 
the court here. The case ended 
in a consent decree under which 
RCA agreed to license all inter- 
ested companies at a fair royalty 

On Dec. 31, 1946, Zenith filed 
suit against RCA (a Delaware 
corporation) and General Electric 
Company and Western Electric 
Company (both New York cor- 
porations). Zenith asked that the 
patents which RCA has licensed it 
to use be declared invalid. Fur- 
ther, it asked the court to rule that 
Zenith is not infringing on those 
patents. 

Zenith said that it would refuse 
to renew the license it was “in- 
duced” to accept from RCA on 
Jan. 1, 1940, under which Zenith 
agreed to pay a “substantial” 
royalty for each piece of radio ap- 
paratus it made. 


Says RCA Is ‘Dominant’ 


The Zenith complaint also 
charges RCA with giving notice 
that if Zenith does not renew the 
license and continues to manufac- 
ture radios, RCA will file suit for 
infringement. 

Further, Zenith alleges that only 
11 of the “thousands of patents” it 
is required to carry under the 
license agreement from RCA 
‘have even a colorable relevancy 
to the apparatus made and sold by 
the plaintiff.” It asks the court to 
issue a declaration of invalidity 
of any or all licenses granted to 
Zenith by RCA, and to restrain 


|RCA from threatening to sue 
| Zenith. 
Following this original suit, 


however, RCA brought a counter 
suit against Zenith, charging that 
patents which Zenith holds are 
‘invalid and uninfringed. Since 
|Zenith is a veteran in the radio 
‘field, it owns many patents which 
‘it now licenses other manufactur- 
‘ers to use. Should the court de- 
cide in favor of RCA in the 
|counter suit, attorneys say, the 
{way will be open for challenging 
‘the validity of hundreds of radio 
| patents. ’ 


} 


‘Women Contestants 
‘Vie for GMA Trophies 


| Women broadcasters and jou'- 
\nalists in 24 of the 48 states have 
‘announced their intention to co - 
pete for the three “Life Line 
America” trophies to be present 
by the Grocery Manufacturers 
America, New York, in 1948. T: 
trophies will go to the womu! 
broadcaster, the newspaper fod 
editor and the farm publicativn 
home editor who broadcast and 
publish the best material based 
the “Life Line of America” then 

Judges for the three divisii 
are: Radio—Mrs. Dorothy Lev 
Carl Dipman, Linnea Nelson, 
Helen Judy Bond and Thomas 
Rishworth; farm publications 
Milon Grinnell, Roy Miller, 
William B. Young, Mrs. Kathe! 
Van Aiken Burns and Mrs. R: 
mond Sayre; newspapers — Da 
Howe, Dr. L. V. Burton, M 
LaFell Dickinson, Frank Lut! 
Mott and Sally Butler. 


| 


Promotes Bulova Watches 
National advertising by ‘'* 
Bulova Watch Company, Toro! 
is appearing in selected Canad 
dailies for the first time. Full-pa+e 
and 1,000-line copy featur 
Bulova watches as Christmas g!'' 
has been released through 
Toronto office of MacLaren Adve'- 
tising Company. 
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Failure of Voluntary 

Food Savings May Hurt 
WASHINGTON—Failure of indus- 

try groups to make good on volun- 

tary food conservation promises 

may become a powerful argument 


session against further experiments 
with voluntary anti-inflation meas- 
ures. 

The intensively competitive dis- 
tillery industry nullified grain sav- 
ings by tripling its Octeber pro- 
duction. Bakers, hotels and res- 
taurants ignore bread conserva- 
tion plans. Poultry raisers are not 
culling flocks. 

Distillers find it next to im- 
possible to agree on voluntary self- 
control in the use of grain. Par- 
tial shut-down plays into the 
hands of firms like Publicker, new- 
comer among big distillers. Under 
partial cperation, its immense 
governméent-built facilities would 
give Publicker all the spirits it 
can use—with some left over to 
sell other distillers. 

Non - cooperation of poultry 
raisers jeopardizes national grain 
supply and prices. The poultry 
industry, responsible for nearly a 
third of the 100,000,000-bushel 
conservation goal, merrily ignores 
promises to Mr. Luckman. In most 
areas poultry raisers’ November | 


culling ran behind November, | 
1946. 

* * * 
Professional public relations 


practitioners may envy the deft 
touch of second and third graders 
at a nearby Mount Ranier, Md., 
elementary school, who are getting 
international publicity for “‘adopt- 
ing” Bohars, a small French vil- 
lage. Children wrote letters ex- 
plaining the project to newspapers 
throughout the country. Some, like 
eight-year-old Peter Shoenfeld, 
talked before civic groups. Clip- 
pings pour in from newspapers as 
far away as Alaska. Contributions, 
including money (which is col- 
lected in three big “piggy banks’’) 
pile up. The project got interna- 
tional notice on the State Depart- 
ment’s “Voice of America.” Mount 
Ranier expects a visit from the| 
French ambassador when clothing | 
~and piggy banks—are ready for | 


shipment. | 
% * Bo | 


Insiders indicate that national | 
marketing organizations will find | 
interesting reading in a report now | 
nearing completion at the Bureau | 
of Labor Statistics comparing buy- | 
ing habits of residents of three | 
big American cities. According to | 
advance word, data for the cities | 
-Portland, Ore., Indianapolis and | 
Birmingham — point to a notable | 
lecline in sectional differences | 
‘ince earlier studies a decade ago. | 
Partly because of increased south- 
crn buying power, partly because 
'f the missionary work of national 
\dvertising, Birmingham is now 
uying store bread and other na- 
‘ionally distributed goods. The 
‘udies appear to show taste merg- 
g toward a general national con- 
imption pattern. . 
* * & | 

Justice Department has started | 
iti-trust proceedings to force Du 
ont to sell some of its cellophane | 
ants. According to the govern- | 
ent, cartel arrangements have | 


abled Du Pont to hold onto more | 
cellophane | 
The government com-| 
use of | 
rights and arbitrary and} 


an two-thirds of 
isiness. 
aint 
itent 
n-competitive prices. 
- * * 


charges unlawful 


Top administration housing offi- 


ils helped builders push through 
| additional $750,000,000 of easy 
ortgage credit to carry the build- 


By STANLEY E. COHEN, Washington Editor 


,ing boom through March. Con- 
| gressional misgivings over infla- 
| tionary aspects of easy mortgage 
‘eredit gave way after housing 
chief Ray Foley warned that build- 
ing would come to a halt if lend- 
ing reverted to prewar risk stand- 
ards. When the building industry 
returns for additional money in 
the spring, however, Republicans 
may insist that industry accept a 
larger share of financing risk. 
* * * 

Local merchants have a keen 
interest in a rash of bills intro- 
duced last week promising gov- 
ernment workers $800 to $1,000 in 
pay increases. White collar work- 
ers, a heavy proportion of the 
district working force, have been 


jhard hit by inflation. Washington|a growing gray market in vital 


'ties and Exchange Commission re- | problems 


merchants are assured a new $3,-| building supplies. Home builders 
620,000 payroll shortly after the offered full cooperation. Typical Qi) 
first of the year, when the Securi- |example of expensive distribution | 
was reported by a 
turns from a six-year “exile” in|Georgia firm ordering through a} 
Philadelphia. ,southern sub-distributor from a} 
bs New England distributor who pur- | 
NAB says a minor FCC decision |chased a New England manufac- | 
last week contained evidence of an turer’s nails made from southern-| 
important modification in_ the| produced wire. 
FCC’s attitude toward editorializ- | 
ing by radio stations. Instead of | 
flatly banning editorializing, a la 
Mayflower case, FCC appeared to 


* wf 


1,000 reavers montnty 
(Tops in the field) 


Names Amundsen 


Paul A. Amundsen, editor of 


approve the owner’s right to ex- 
press his opinions on the air— 
under arrangements which permit | 


World Ports, Washington, has been 
named assistant to the president 
of the American Association of 


82 Wall Street, New York 5, N. Y. 


Port Authorities. He will also con- 


others to express their views. | tinue with World Porte. 
It is just about official that | 


Wayne Coy will leave a top job| 
with the Washington Post and Sta- 
tion WINX to take over the FCC| } 
chairmanship before the March 1| 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 


| POSTERS, 

hearings on an over-all editorial- _ SILKSCREEN COUNTER CONVENTION f > ti - os 
5 ad : DISPLAYS, 

tring pomey PRINTING )winoow’ DISPLAYS | © instaied” on Time 


DISPLAYS. 
§ PHONE: FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST, 


The congressional housing in-| | cmcace Hf 


vestigation focused last week on | 


The Golden Crescent 


Farm 


Rurally Rich... 
A Politically Powerful 


/ 


Copyright, 1947, 
Capper-Harman-Slocum, Inc. 


What 


in the world 
are they 
talking about ? 


NNSYLV, 
PEnS NA) 


Coenctend with TERMOR AMIN SIDA ot tanaes 


fs "Hybrid Strain 
Manat we . 


Yes, Golden Crescent farm folks speak a 


different language .. . they buy your products on a 
different basis of comparison, often for a different purpose. 
Market That is why “blanket” coverage of other media frequently 

falls short of reaching and selling the rich, 


stable market beyond the city limits. 


An inexpensive, carefully-planned campaign in Ohio Farmer, 
Michigan Farmer and Pennsylvania Farmer will expand 
your sales potential manifold. Farm folks are 
now in a stronger financial position than ever before. 
You'll easily win valuable new customers— 
quantity buyers—through the media they know as 


old friends . . . magazines that “talk” their language. 
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;show are Gimbel’s ponies. 

Santa Goes Tele | Another department store, | 
+4 = |Stern’s, makes its bid for the 
in Philadelphia adults with “Your Television | 

PHILADELPHIA—The holiday sea- | | Shopper”—a program offering gift 
son is in full swing at WPTZ, | suggestions to tardy shoppers. The | 
which has planned 28 special | | show is televised Fridays at 2 p.m. 
Christmas programs for local tele-| The Philadelphia Electric Com- 
vision set owners. ‘pany’s “Television Matinee” also 

For the children there is Gim-| reflects the Yuletide spirit—with | 
bel’s “Evesdropping with Santa, » | the program including pickups | 
presented thrice weekly from the | ‘from toy lands. 
toy department, with announcer) As sustainers the studio will | 
Howard Jones standing in for St. present a series of programs on | 
Nick. Boys and girls go before | techniques for gift wrapping, sev- 


the cameras to tell Santa what | eral musical sessions with cureners 
they want in their stockings. Fea-|and evening services from the | 


tured in the commercials on this | Roxborough Presbyterian Church | 
'Dec. 24. 


| . 

‘Gets Furniture Account 
EXPORT L. W. Roush Company, Louis- | 
ville, has been appointed to handle 
TRADE & SHIPPER =< a ertising of Murphy Chair 
pany, Owensboro, Ky. Trade 
Hie are 1 and direct mail will 
be used, with advertising concen- 


|trated on a new lounge type line 
lof chairs. 


(> THE LEADING WEEKLY ® pa tied ts Bale > 


for marine insurance companies, 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


C. A. Radford, publicity mana- 
_ger of the New York Central Sys- 
|tem for the past 24 years, with 
|headquarters in Cincinnati, 
‘retire on March 1. 


| AL af Ya! 


Cope 


And what better word 
could be found for RCS 
Photo Craftsmen? 


PHOTO COPIES © PHOTO REPRINTS © GIANT PRINTS 
RAPID COPY SERVICE 


123 North Wacker Drive 
" 360 N. Michigan Ave. 110 &, Dearborn St. 
All Phones STAte 5977 


will | 


‘Varsity’ Reduces 
Rates to Boost 
Paid Circulation 


| New York — Varsity Magazine, | 
published by Parents’ Institute, | 
sue will reduce its newsstand and | 
subscription price, its page size) 
‘and advertising rates. 

The reason for the reduction is | 
ithat the magazine can’t keep up | 
with its initial circulation guar- | 
antee of 250,000 and feels that the 
price it has been charging for the 
publication is holding back circu- 
‘lation growth. 

After publishing six issues, the 
‘final reports on the paid circula- 
tion of the first two issues aver- 
aged 128,342. Pro-rata_ rebate 
checks are now being sent to ad- 
vertisers in the first two issues. 


Down to 15 Cents 


The newsstand price of Varsity | 
will be reduced from 25 to 15) 
cents and the subscription price | 
The | 


from $3 to $1.75 per year. 
page size of the magazine will be 
reduced to 8% by 10% trim size 


and will take a standard advertis- | 


ing page, 7 by 103/16. 

Advertising rates will be re- 
duced from $875 to $590 for a 
black-and white page; $1,075 to 
$780, black and one color page: 
1$1,600 to $1,100, back cover and | 
$1,315 to $1,100 for the second and 
third covers. 
color page will be $950, and has 
not been sold before. 

Beginning in September, 1948, 
when the circulation guarantee 
jumps again to 250,000, the new 


advertising rates will be $735 for 


effective with the March, 1948, is- | 


The price of a four- | 


Advertising Age, December 22, 1947 


ADVERTISER HONORED—Ben R. Donaldson (at the microphone), assistant 
advertising director of Ford Motor Co., receives the Television Broadcasters As- 
sociation's award for extensive experimentation in commercial television. Paul 
Raibourn, vice-president of Paramount Pictures, made the presentation during 
_ an all-day television clinic in New York. TBA President J. R. Poppele looked on. 


| 


| 


| 


| 


TABLE TALK—Emerson Markham, WRGB, Schenectady (left), and William C. 

Eddy, television director, WBKB, Chicago, discuss trade developments with 

John F. Royal, (center), NBC vice-president, who later was elected vice-presi- 
dent of the TBA. 


a full page; $975 for black and) 


one color; $1,200 for a four-color 
page; $1,400 for the back cover 
and $1,150 for the 
third covers. 


| Ellises Acquire Interest 


in Diorama Corporation 
Sherman K. Ellis Jr., 


who recently resigned as president 


of LaRoche & Ellis (AA, Dec. 15), | 
has acquired an interest in Dio-| 
York. | 


‘rama Corporation, New 
|They will assume direction of 
sales and merchandising of Dio- 
/rama three-dimensional displays. 

Mr. Ellis Jr. spent four years! 
| with Sherman K. Ellis & Co., be- | 
fore joining the Navy. He has re- 
|cently been on the sales staff of 
Good Housekeeping. 


second and | 


together 
with his father, Sherman K. Ellis, | 


N ew Process Will 
Alter Food Field: 


{ 
| 


| 


a ¥ ey 3 gait : aig OO FOES, mains ot 


AT TELEVISION CLINIC—On the platform were (left to right) Dr. Allen B. Du- 
| Mont; Lawrence W. Lowman, CBS vice-president for television; M. E. Strieby, 


Americam Telephone & Telegraph Co., and F. J. Bingley, Philco Corp. 


It is understood, however, that 
the first plant, to be erected in 
|Mexico, will process edibles by 
‘electric-chemical means. Mr. Nel- 
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Sc 
1 We have only one trick 100°C serv- 
: ice to help people whose big interest 
I is home and family. There are over 
3.000.000 such families—husbands and 
i wives buving for over LO.OOO.000 
people screened into the BH&G 
i audience every month by the 100% 
I service appeal. Want a share of the 
; billions they spend every year? 
I 
I 
I 


JUGGLERS ? 


AMERICA’S FIRST SERVICE MAGAZINE 


lc ee iii 4 


Donald Nelson 


Fort WortH—Donald M. Nel- 
son, former head of the War Pro- 
duction Board, sounded a 
terious note here last week as he 
disclosed plans to enter the pre- 
served food field with a “new pre- 
cess that is going to revolutionize 
the food industry.” 

Mr. Nelson, who recently re- 
signed as head of the Independent 
Motion Picture Producers, de- 
clined to elaborate on the new 
process, except to say: “It will do 
what freezing now does for food, 
cnly it will be done without freez- 
ing.” 


son hinted that following erection 
of the pilot plant, the process will 
be “put in operation all over the 


; world.” 
mys-_ 


Opens 2 Branch Offices 

Vance Shelhamer Advertising. 
Inc., Yakima, Wash., has opened 
new offices in Everett, Wash., and 
Wenatchee, Wash. Dick Buell is in 
charge of the Everett office and 
Ralph Shotwell, the Wenatchee 
office. New accounts of the agency 
are: Washington Stove Works, 
Everett, using trade publications: 
Kristoferson Dairy, Seattle, usi! 
newspapers, outdoor and spot 
radio; and Appleland Gift Shop, 
Wenatchee. 


7G 


FLUORESCENT 


ELECTRIC DISPLAYS 


WRITE-WIRE-PHONE: 


ADVERTISING DISPLAY CO. 
OHIO BLDG., CINCINNATI 2, OHIO 
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a disastrous postwar decline 
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Postal Deficit 
Problem Ends Up 
in Congress’ Lap 


WASHINGTON—In his debut be- 
fore the House post office commit- 
tee last week, Postmaster General 
Jesse Donaldson deftly declined a 
congressional suggestion that rate 
making to overcome mounting 
postal deficits be left with an in- 
dependent board within the de- 
partment. 

Commenting on a plan now be- 
ing considered by a subcommittee 
under Rep. Katherine St. George 
(R., N. Y.), Mr. Donaldson doubt- 
ed that Congress would be willing 
to yield full authority over postal 
finances, including power to de- 
termine “subsidies” for air car- 
riers and other favored groups. 

Under the committee proposal, | 
the independent departmental 
board would make rate recom- 
mendations annually on Jan. 3. 
Unless overruled by congressional | 
resolution before March 1, the de- 
partment’s rate change would be- 
come effective April 1. 


Asks Higher Parcel Post Rates 


During two appearances before 
postal investigating groups, Mr. 
Donaldson called for increased 
parcel post rates. Asked why he 
did not take advantage of his ex- 
isting authority to put parcel post 
on a paying basis, he contended 
that departmental action would be. 
improper in view of the fact that | 
the entire rate structure currently | 
is under congressional study. 

Mr. Donaldson announced that 
the department is working on a 
new bookkeeping procedure which 
would separate airline “subsidies”’ 
from regular postal expense. 

“The department, as well as the 
public, has an interest in having 
figures published showing the ex- 
tent to which its airmail payments | 
are for the benefit of the air in- 
dustry as a whole rather than be- 
ing true postal costs,’’ Mr. Donald- 
son said. 


Wants Air Parcel Post 


Other Donaldson points: | 
“. , All first class mail by air | 
will not come in my lifetime, if I 


j live to be 100.” 


“.. . Five-cent airmail checked | 
in | 
airmail traffic. The experiment | 
ought to be continued for at least | 
another year.” 

“ .. . We ought to have air par- | 
cel post service. The space is| 
available in the planes, and there 
is a need for the service. 

“But we ought to have a suffi- | 
ciently high rate to assure that | 
there is no loss to the depart- | 
ment.” 


Transfers Andrews | 


R. W. Andrews, merchandise | 
manager of the radio tube division | 
of Sylvania Electric Products, Inc., | 
has been transferred from Wil- | 
liamsport, Pa., to Emporium, Pa. 
At Emporium he will assume di- | 


7’ection of all factory sales activ- | 


‘les in addition to managing the | 
merchandising of radio tube divi- | 


10) products. 


Farm Paper Group Elects 


ne Chicago Farm Paper Rep- 
re. ntatives Association has 
ele ted J. W. Bannister, Capper 
Publications, general chairman. 
Hi ry P. Thomas, Southern} 
ter, has been named vice- 
rman, and W. B. Weimers, 
i. Journal, secretary-treasurer. 


A&P Promotes Keeler 


mes J. Keeler, head buyer of | 

food stores in Philadelphia, | 
been named divisional director 
urchases for the food chain’s 
olt operations. He succeeds 
mas A. Carey, who has retired | 
wing 20 years of service. 


of 
De 
Ti 
¢ 


iO 


Names Mallory A.M. 


John H. Mallory Jr., formerly 
with the advertising department 
of Montgomery Ward & Co., Chi- 
cago, has been appointed manager 
of the Utica & Mohawk Cotton 
Mills, Utica, N. Y. 


Mavco Names Leon 


Maveo, Inc., New York, manu-| 


facturer of toys and novelties, has 
appointed the S. R. Leon Com- 
pany, New York, 
advertising. 


to handle its) . : ety : 
|duction of air conditioning equip- and service of Packard Motor Car | 


ment in 1948. 

The production increases, in 
turn, are based on estimates of a 
continuing demand for both in- 


New Trade Drive 
For Westinghouse. 


PITTsBURGH— Westinghouse Elec- | dustrial process and comfort sys- | 


tric Corporation is planning an/tems, which is expected to main- 
‘expanded trade publication and tain sales for several years to 
cooperative newspaper advertising | come. 
drive to start early in 1948, boost- — 
ing its air conditioning equipment. | Names Longenecker 
Details of the drive are not yet} M 

avco, Inc., New York, manu- 


| 
available, but the corporation |. it) General Motors Corporation, 


plans to more than double its pro-|}as been named manager of parts 
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‘Company, Detroit, succeeding 
| Karl M. Greiner, who has been 
made general sales manager of the 
| company. 


THE LETTER 


431 S. Dearborn St., Chicago 5.1 linois 


@ Every printed sales 


be a feather in the cap of its sponsor, or to simply 


be ignored. 


When you specify Chillicothe Offset Papers you are 
away to a running start on a piece that speaks of quality 
with a tone of conviction. Your printer will welcome 


your specification of 


built-in moisture content means he can give you realistic 


reproduction without 
printer’s skill. 


Chillicothe Papers are natural team mates of inks 
and presses—print-proven friends of long standing. 


message has the opportunity to 


A Feather for a Warrior of Business 


Increased production capacity will soon provide 
Chillicothe quality for more users. Keep asking for it. 


Chillicothe Offset, because its 


: : ; : CHAMOIS TEXT * 
exacting a premium in his 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 


GREETING CARD PAPETERIES 


—ask us about them 


CHILLOTINTS 


hg 


THE CHILLICOTHE PAPER CO. 


CHILLICOBHE, OHIO 
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Lincoln-Mercury 
Account Will Be 


Dropped by JWT 


Detroit — J. Walter Thompson 
Company announced last week 
that it has resigned as advertising 
counsel to the Lincoln - Mercury 
division and Lincoln - Mercury 
dealers of Ford Motor Company, 
effective Dec. 31. 

A JWT spokesman explained 
that Ford has set up the Lincoln- 
Mercury division as a _ separate 
and independent manufacturing, 
sales and dealer organization. That 
organizational change is to be par- 
alleled in the advertising field as 
well. 

Ford did not indicate immedi- 
ately what agency will succeed 
JWT on the Lincoln-Mercury as- 
signment. 


Keeps Other Accounts 


Fred C. Foy, vice-president in 
charge of Thompson’s Detroit of- 
fice, said the agency will continue 
to handle advertising for Ford on 
Ford automobiles, trucks, parts, 
service and miscellaneous prod- 
ucts, as well as local advertising 
programs for the 33 Ford dealer 
advertising committees through- 
out the country. 

Ford had denied last March a 
report that a separate agency was 
to be appointed for the Lincoln- 
Mercury division. The company 
was engaged then in building a 
separate dealer organization for 
Lincoln and Mercury cars. 

JWT took over the entire Ford 
dealer account in September, 1946, 
when Maxon, Inc., dropped out of 
the picture. The Ford company 
account had gone to JWT in De- 
cember, 1943, when it replaced 
Maxon. Subsequently the dealer 
accounts were awarded to Maxon 
in January, 1945, and later were 
split between the two agency con- 
tenders. 


Appoints Lambert 
Arthur G. Lambert has been ap- 
pointed vice-president and export 


manager of Atlas Steels Ltd., Wel- 
land, Ont. 
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Loulsvitte’s 


Joins Portland Agency 


Katherine B. Gordon, formerly 
advertising manager of Duff & 
Repp Furniture Company, Kansas 
City, Mo., has joined the copy de- 
partment, in Portland, Ore., of 
MacWilkins, Cole & Weber. 


Appoints Ethridge 

G. T. Ethridge has been ap- 
pointed sales manager of the com- 
mercial and parts department of 
the Kelvinator division of Nash- 
Kelvinator Corporation, Detroit. 


San Juan's WKAQ 
Marks 25th Year 


San Juan—Now celebrating its 
silver anniversary, Puerto Rico’s 
WKAQ claims the “distinction of 
founding the fifth radio station in 
the world and the second in Latin 
America for commercial broad- 
casts.” 

The 5,000-watt station recently 
completed a new radio theater and 
increased its studio space. It now 
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is contemplating adding FM to its 
service. 

'According to WKAQ, which is 
represented in the U. S. by Clark- 
Wandless Company, Puerto Rico 
ranked tenth among world mar- 
kets for U. S. goods in 1946 with 
imports valued at $263.404,506, 
and exports totaling $163,941,239. 


ASA Appoints Hussey 


Vice-Admiral George F. Hussey 
Jr., USN (Ret.), wartime chief of 
the Navy’s Bureau of Ordnance, 


has been appointed administrative 
head of the American Standari<\s 
Association, New York, effective 
Jan. 1. Cyril Ainsworth, who his 
been in charge of the technical a: - 
tivities of the ASA, will serve with 
Vice-Admiral Hussey as director 
of operations of the ASA staff. 


Grey Joins Biow 

Edward Grey, formerly with 
Newell - Emmett Company, Nev 
York, has joined the media de- 
partment of Biow Company, New 
York, as a space buyer. 
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Presents New Appliances 


Hartford Products Corporation, 
Iberville, Que., is introducing two 
new appliances to the Canadian 
market, the Cafex aluminum per- 
ator and the Kwikcup. Trade 
,blications and national women’s 
»agazines are being used, through 
‘ockfield, Brown & Co., Montreal. 


~= eA 


Names Hayhurst Agency 


F. H. Hayhurst Company, Tor- 
onto, has been named to direct the 
advertising of Dr. A. W. Chase 


Medicine Company, Oakville, Ont., 
effective Feb. 1. This appointment 
covers the advertising of all Dr. 
Chase products with the exception 
of Dr. Chase’s ointment, which 
remains with Ardiel Advertising 
Agency, Oakville. 


Promotes Taylor 


O. M. Taylor, district sales rep- 
resentative in Toronto, has been 
appointed assistant vice-president 
and sales manager of the Com- 
mercial Credit Corporation of 
Canada, Toronto. 


Allen and Hodges | 
to Cover Yankees 
for Radio, Video 


New YorK—Television audi- 
ences next season are going to get 
the high-pitched commentary to 
which baseball breadcasts have 
accustomed them. At least those 
will who tune in the 1948 Yankee 
home games on WABD. 

Two crack spot announcers, Mel 


Allen and Russ Hodges, have been | have been named to announce the 
signed to handle the description Yankee broadcasts over Station 


vey 


on next season’s video schedule, WINS, under the joint sponsor- 
which is to be sponsored by P. | ship of Ballantine and White Owl 


Ballantine & Sons, via J. Walter 


Thompson Company. 


| cigars, will do double duty for 
radio and television, speaking into 


Lawrence Phillips, director of a WINS and WABD microphone 
the DuMont television network, simultaneously. On the days when 
has made a long term agreement White Owl sponsors the broad- 
with Daniel R. Topping, president | casts, there will be a_ separate 
of the Yankees, to televise the microphone to carry the radio 
games of the 1947 diamond cham- commercials. 


pions. 


At a televised press conference 


Allen and Hodges, who already announcing signing of the con- 


Tongues are wagging in the shoe trade 


66 The Holiday display came in today...and the ad 
in Holiday has pulled more customers than any 
advertising we or E. T. Wright has ever done. ” 


Lou Kirsh, Owner, Arch Preserver Men’s Shoe Shop, New York City 


E. T. Wright & Co., makers of Arch Preserver Shoes for men, 
kicked off their fall advertising campaign with a color spread in the 
October issue of Holiday. Their dealers tied in with a special mer- 
chandising promotion of Arch Preserver Shoes, using Holiday window 
display material and counter cards in addition to their own adver- 
tising. Results of the promotion were immediate, exciting, conclusive. 
They are still another example of the remarkably effective selling job 
that Holiday advertising and Holiday merchandising can do for a 
product ...for your product. 


HOLIDAY —A Curtis Publication Independence Square, Phila. 5, Pa. 


66Sales have spiraled ahead 60% on Arch Preserver 
Line since the installation of the Holiday unit 
and the shoes set around it. % 
Ralph Levey, M. Pokorny & Sons, Ltd., New Orleans, La. 


66 The Wright Arch Preserver double spread in the October 
issue of Holiday, together with the window display, proved 
to be a very nice promotion for our men's department. 


Virginia Clee, Adv. Mgr., R. H. Fyfe & Co., Detroit, Mich. 


66 Unquestionably the Holiday display inspired interest in 
Arch Preserver Shoes. Old and new customers spoke about the 
Arch Preserver advertisement which appeared in Holiday. 7? 

O. W. Metzger, Wetherhold & Metzger, Allentown, Pa. 


66This promotion marks the first time that we have devoted 
so much display space to Arch Preserver Shoes. It was a 
pleasure to work with you on this Arch Preserver promotion. 7] 

George B. Hess, N. Hess’ Sons, Baltimore, Md. 


The West Coast of Florida 


|tract, Mr. Topping reaffirmed his 
|previously expressed contention 
|that television will benefit, not 
| depreciate, sports’ gate receipts. 


Radio Men Reelect 


R. M. Brophy, president of 
Rogers Majestic Ltd., and Rogers 
Electronic Tubes Ltd., Toronto, 
has been reelected president of 
the Canadian Radio Technical 
Planning Board. Others reelected 
are: R. A. Hackbusch, vice-presi- 
dent and managing director of 
Stromberg-Carlson Company, To- 
ronto, vice-president; and S. D. 
Brownlee, executive secretary of 
the Radio Manufacturers’ Asso- 
ciation of Canada, secretary-treas- 
urer. 


( Advertisement ) 


How fo Get a Man 
in the Mood 


for Business! 


By Joseph J. Hartigan, 
V-P and Media Director, 
| Campbell-Ewald Co. 
(Detroit) 


| Any salesman knows enough to 
| watch carefully the moods of his 
customer. He won’t bring up shop- 
talk when he’s out to lunch with 
|the man. He’ll let the customer 
himself pick the time for talking 
business. 

Media men, too, know that it 
pays to catch a business man in 


‘the right frame of mind for talk- J 


jing shop. They pick a medium 
| which the customer himself picks 
for reading about business. 

| The general business magazines 
are just about tops for this pur- 
pose. Not only does this media 
group give you business men in 
the “mood”... it also gives them 
to you in the “mass.” You reach 
the top executives from coast to 
coast. 

One convenient media package 
gives you the attention and under- 
standing of the nation’s entire 
| business community. Even the 
rare business man you don’t reach 
will probably be influenced by 
some associate or friend who does 
read a genéral business magazine. 

It doesn’t cost you too much, 
either. The page rates are quite 
reasonable, considering that you 
get over a million circulation by 
using leading publications in the 
field. 

When more business men under- 
stand its true effectiveness and 
economy .. . there will be more 
advertising to other business men 
in the “mass” when they’re in the 
“*mood.” 


* * * 


| This column is sponsored by 
Nation’s Business to promote the 
| use of a “mass technique” in sell- 
| ing the business market of Amer- 
ica. 

| Four leading general business 
|magazines offer you in 1948 a 


|combined circulation of 1,310,000 


executive subscribers, over 15 


| million pages a year on 12-13 time 


schedule. The combined rate for 
a black-and-white page in all 
|four papers is only about $9,725 


] Net Paid Circulation B&W Page 
Nation’s Business. .600,000 $3,000 


United States News 300,000 2,400 
POPTUe: 6. sv csces 235,000 2,750 
|Business Week....175,000 1,575 
| We'll be glad to give you case€ 
|histories of advertisers who have 
| found such “mass” selling profit- 
jable. Nation’s Business, Washing- 
ton, D. C. 
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Inventory Drop 
Won’t Bring Slump, 
Slichter Says 


New York — “Inventories are 
small in relation to sales and the 
accumulation of inventories does 
not seem to be going on rapidly. 
Hence, a drop in the rate of in- 
ventory accumulation is not likely 
to precipitate a recession.” 

Sumner H. Slichter, Lamont 
professor at Harvard University, 
made that prediction before more 
than 500 members attending open- 
ing sessions of the two-day pro- 
duction conference of the Ameri- 
can Management Association here 
Dec. 15. 


Mr. Slichter suggested that the | 


more practical way to combat in- 
flation would be to make govern- 
ment savings bonds payable 


dollars. 


He named as five principal ele- 


in | 
purchasing power rather than in| 


| 


| 


The material was put together by Ed 


CHRISTMAS DISPLAY—Promotion aids in the Christmas package mailed to 
Decca record dealers include a four-foot color ad reprint for a group of chil- 
dren's albums, displays for two Bing Crosby albums and a Dick Haymes group. 


Manning, Decca's advertising manager, 


and Newell-Emmett, the company's agency. 


Che Evening 
Independent 


The Sunshine Newspaper 


ST. PETERSBURG, 
FLORIDA 


Announces 
the appointment of 


DE LISSER, INC. 


as 


NATIONAL 
ADVERTISING 
| REPRESENTATIVES 
with offices in 
Chicago ° New York 


Philadelphia ° Atlanta 


ments determining the course of 
business during the first half of 
/1948: (1) supplies of foodstuffs 
|will be definitely scarcer than in 
11947; (2) wages will continue to 
irise as the third round of wage 
|increases spreads throughout the 
;economy; (3) corporations will 
|continue to disburse a larger pro- 
| portion of their incomes in the 
\form of dividends, thereby reduc- 
‘ing corporate saving, raising in- 
‘dividual incomes and adding to in- 
‘flationary pressures; (4) rising 


prices which will naturally result | 


lfrom the above conditions will 
\stimulate the further price in- 
|creases, and (5) there is a good 


| prospect that Congress will reduce | 


'taxes, increasing the amount of 


-money available to buy goods and | 


| accentuating the rise in prices. 


‘Kelpie to Stanfield 

| The Montreal office of Harold F. 
Stanfield Ltd., has been appointed 
/to handle the trade promotion and 
‘advertising of Kelpie Canada Ltd., 


Truro, Nova Scotia. Kelpie is a' 


ishrink processing for wool, which 


‘originated in Scotland. Plants in) 


|Canada are located in Truro and 
| Montreal. 


| Josephs Joins Malcolm 


Stephen B. Josephs, 
with Brad-Vern, Van Diver & 
|Carlyle, New York, has been ap- 
| pointed vice-president of Malcolm 
Advertising, New York. 


formerly 


_ Just out 


This 

24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of “big time” merchandising at 


point of sale and how you 


can build maximum sales 


with Brand Identification Signs. 


“QUALITY 


O Wwe 
3500 


NEON AND FIUORESCENT 


NEON AVENUE 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 


SIGNS in QUANTITY” 


DENT! SiGe 


Associates Buy 
‘Remington Firm; 


Nelson President 

| SPRINGFIELD, MAss.—The agency 
founded and owned by William B. 
Remington, who died Dec. 6 in 


New York City following an oper- | 


|ation, has been purchased from the 
estate by three associates who 
helped him develop the agency. 
The trio, all members of the new 
board of directors, includes: Sture 
|H. Nelson, president; Herbert F. 
| King, vice-president, and Elsie R. 


Herbert King Sture Nelson 


Strout, treasurer. Clarence 
Brooks, Springfield attorney, will 
/serve as clerk and attorney for the 
| corporation. 


nounced that the agency will be 
|operated under the same name— 
Wm. B. Remington, Inc.—with the 
present personnel of 28 members. 


It serves both general and indus- | 
trial accounts in New England and | 


New York state. 

| The new agency president, Mr. 
Nelson, served as an instructor in 
advertising layout and design be- 
fore he established his own art 
service here in 1925. He became 
art director of the agency in 1928 
and was elected vice-president in 
1938. 

Mr. King began his 
career with Rickard & Co., New 
York, following World War I. He 
joined Remington in 1930 after 
serving as advertising manager of 
Florence Stove Company, Gardner, 
Mass., account executive with Al- 
bert Frank & Co., Boston, and as 
an independent advertising coun- 
selor in Boston. In 1938 he was 
elected vice-president. 

Miss Strout has been associated 
with the agency since its founding, 


serving as assistant treasurer, of- | 
fice manager and production man- | 


ager. 


Names Mercready & Co. 


Mercready & Co., Newark, has | 


been retained by Kresno-Stamm 
Mfg. Company, Palisades Park, 
N. J., manufacturer of commercial 
and domestic oil burners, to handle 
its advertising 


To Kiesewetter, Wetterau 


Kiesewetter, Wetterau & Baker, 
New York, has been retained by 
Abraham & Straus, Brooklyn, to 
direct its radio advertising. 
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NOVEMBER SALES OF CHAIN STORES 


o—— November ——_, % Gain 
1947 


cm || mo. period ——- % Ga 
7 


R. | 


The new owner-managers an-| 


agency | 


1946 or Loss 194 1946 or Lc 
Food Chain 
Jewel .. a ....$ 11,254,890 $ 8,785,046 +28.1 $ 116875593 $ 78,964,592 +48 
Kroger Co. .... 60,436,784 54,999,141 +-10.0 684 459 200 511,225,698 +34 
National Tea 18,916,488 14,771,090 +-28.1 196,193,448 140,890,090 +39 
Safeway 92,067,964 76,124,420 +20.9 1,023,038,065 766 376,634 +33 
Group Total . ..$182,676,126 $154,679,697 +18.1 $2,020,566,306 $1,497,457,014 +34 
Mail Order 
tSears, Roebuck .$226 048,392 $175,066,637 +29.1 $1,688,220,00! $1,364,215.623 +-23 
Spiegel ; 14,238,713 12,822,846 -+11.0 111,322,949 97,796,859 +-13.2 
Group Tota! .$240,287,105 $187,889,483 +27.9 $1,799,542,950 $1,462,012,482 +23. 
Drug Chains 
Peoples $ 3,798,484 $ 3,873,748 —!.9 $ 40926520 $ 39,012,967 +4 
Walgreen . 12,513,871 12,859,615 —2.7 137,151,726 130,098,580 +5 
Group Total ..$ 16,312,355 $ 16,733,363 —2.5 $ 178,078,246 $ 169,111,547 +4 
Variety and Miscellaneous 
Beck, “See $ 3,665,832 $ 3,659,228 +0.2 $ 38,786,456 $ 34,150,589 +134 
Bond Stores . ce eeee 9,886,169 8,500,338 +16.3 72,553,261 65,697,220 +-10.4 
Butler Bros. ; 13,534,511 15,056,946 —10.1 126,086,873 147,805,803 —14.7 
Colonial Stores 16,038,981 14,511,721 +10.5 146,130,789 113,943,398 +28.2 
i ee 22,652,463 20,889,438 +8.4 189,917,069 182,136,822 -+4.3 
tGreen, H. L. 8,862,583 8,848,802 -+0.2 72,570,811 71,297,453 -+-1.5 
Tinterstate Dept 6,474,068 5,205,165 -+24.4 50,443 586 42,287,713 +19.3 
OS a ee 25,709 768 25,402,535 +1.2 224 638,890 212,172,559 +5.9 
Lane Bryant, inc 4,776,804 3,921,660 +21.6 46 082,692 41,212,533 +11.8 
tLlerner cae 9,821,525 8,550,672 +-14.9 84,895 262 78,296,019 +8.4 
McCrory oe eer 8,382,576 8,226,867 -+-1.9 74,763,677 70,770,068 +54 
tMercantile Stores Co. 11,271,500 10,601,400 -+6.3 88,584 500 82,100,700 +-7.9 
ee a a Oe 10,921,499 10,125,261 +7.9 98,755,135 93,142,473 +6.0 
Neisner Bros. 5,208,323 4,591,569 +13.4 41,787,839 38,651,941 +8. 
Newberry, J. J. 10,371,916 9,972,400 +4.0 96,252,020 93,802,673 +2.4 
Penney, J. C. . 83,330,674 70,267,698 -+-18.6 665 709 087 582,637,440 -+-14.3 
Rose's 5-25 1,525,344 1,490,706 -+2.3 12,783,510 12,217,960 +4.6 
Sterchi Bros. ... 1,258,248 1,216,404 +3.4 12,382,506 11,741,306 +5.4 
Western Auto atte 11,371,000 11,056,000 +2.8 108,911,000 95,636,000 +13.9 
| Woolworth, F. W. . 55,986.757 53,249,611 +5.1 491,683,177 466,263,166 +5.4 
Group Total eee ee. $32,050,541 $295,344.42! + 8.7 $2,743,718,140 $2,535,963,836 +8.2 
Combined Tota! $760 326.127 $654,646,964 +16.1 $6,741,905.642 $5.664544,.879 +-19.0 


tTen month period. 


‘Reporter’ Draws 
Curtain on Lives 
of Movie People 


HoLiywoop — Hollywood “char- 
acters” are not characters at all, 
but “the nation’s wealthiest, most- 
imitated reader-buyers,” according 
‘to The Hollywood Reporter, which 
dissects its audience for the bene- 
| fit of general advertisers in a bro- 
chure, “How to Win Hollywood 
Sales and Influence National Buy- 
ing Habits.” 

Written in the form of a “film 
play,” and based largely on a 
reader survey made by Facts Con- 
solidated, the brochure not only 
paints a rosy picture of the stand- 
ing of Hollywood Reporter, daily 
motion picture paper, but also pre- 
sents some interesting sidelights 
on Hollywood residents. 

For example: 

More than half the Reporter’s 
readers say they have read it 10 
years or more—a remarkable in- 
dication of stability for a paper 
only 17 years old; and 73% confess 
to reading it in the morning, ex- 
'ploding the myth that Hollywood 
|doesn’t awaken until nightfall. 


High Financial Standing 


/er’s readers are 40 to 44, and 35% 
pare 45 and older. Over three- 
{fourths are married, 38% gradu- 
ated from college and another 36% 
|attended, but did not graduate. Al- 
most three out of five of them 
/have lived in California 15 years 
|or more. 

Their financial status, as might 
be expected, is a bit above aver- 
j}age: 21% confess to incomes over 
$50,000, 14.6% to incomes from 
| $25,000 to $50,000, 18% to incomes 
|from $15,000 to $25,000, and only 
6.5% to less than $4,900. Over 20% 
own homes valued at from $20,000 


to $29,000, and well over half con- |! 


Not all movie moguls are young- | 
|sters. Almost 21% of the Report- | 


‘fess their homes are valued at 
/$30,000 or more. Incidentally, 
45.5% of the men have five to nine 
suits, 28.8% have 10 to 14, and 
1.5% admits owning 40 or more. 

All of this (plus much more of 
the same) adds up to a unique 
audience of super-wealthy people 
who buy for themselves and their 
businesses, and who in addition 
“influence over 95,000,000 buyers 
throughout the country weekly,” 
says the Reporter. 


Upjohn Opens New 
Branch in Portland 


A new branch office of Upjohn 
Company will be opened in Port- 
land, Ore., on Jan. 2. The Port- 
land office will be housed in a new 
building at 1333 N. E. Union Ave. 

J. A. S. Rodda, divisional sales 
manager of the northwest division, 
has been named sales manager of 
the new branch. Milo C. Mc- 
Donnell, office manager of the Los 
Angeles branch, has been ap- 
pointed office manager of the 
| Portland branch. 


‘Northrop Names Kingman 


| Lewis E. Kingman, formerly 
|New England advertising manager 
of Conde Nast Publications, has 
been appointed an account execu- 
tive of R. D. Northrop Company, 
Boston advertising agency. 


Caterpillar Ups Three 


Kenneth F. Ames, in the genera! 
sales department, and Russell S 
Cornell and Truman E. Sage, dis- 
trict sales representatives of Cat- 
erpillar Tractor Company, have 
been appointed assistant sales 
managers of the central, easter 
and western sales divisions. 


Joins York-Shipley 


Mitchel Landau, formerly ma! 
|}ager of the residential heating d 
vision of Allied Appliance Con 
pany, Boston, has joined York 
| Shipley, Inc., York, Pa., as assis! 
ant to the president, in charge « 
merchandising. 


aad 


Ws 
no & 
block 
musi 
broa¢ 


= ~ Adve 
| , | ee 
} fe OS ee Pe a pn + | 
| yy Se ee Re = sas F | wid fet D 
Bt 7 Se | 4 | - | 
| , ™ “ A -4 
| oe eee \e’ Sd ef eo ( 
P P 4 “pyre ot Ee pects 
my «- DECCA DECCA , ar PF . vii p 
lea plo 
et: | Be ee < (Meee 
ial é a ee ; ; ' es =. : as ee ae ei 
Rr — 
sider 
| Act 
| breal 
| AFM 
| Be 
CSG port 
, ; nr ee, | Ee succe 
a} dom 
| know 
| i in Pe 
es pe 
| ee ae ee ee er ee comr 
the c 
: ; show 
or h 
nifice 
i labor 
pl 
Pe 
| from 
ploye 
j busir 
jobs 
cians 
#4 a oe | ~*~ Pe right 
) Pp ae A * coun 
; ‘ >: _ | He 
ss a 7 bed .. sube 
) rs a . 2 D. I 
: o, card 
: oa _ ae vA learr 
| ; havi 
: j July, 
j ,— only 
excl 
twic 
| ee othe: 
; long 
_ rr Ne 
; ' fessi 
hn ship, 
— —“——— “any 
olde} 
| 2 } any 
— | ear 
4 ae j for 1 
fF J < ‘ 
7) )0|COe FREE? : 
af hy % Pe sen Be | force 
‘ 1 in bs gsc” a featk 
. | EAR AETIER BUATHESS ms 
a rh es eo ae ; listic 
a ,. 7 L Age r 7 
| opel LD ) . 
mn) ° A : woul 
Sh i \J ' : | othe 
| bore “ & — 
; hi] 4 a wt pee for fj 
1 ov we The 
| ~ : 
: ] a) , from 
| ‘ 4 aE eee eee ers 
; 4 . \ vote 
} | ! pRoDUct Ss motion picture zs 
m NEON ee . wer 
| * ae rs To al 7 p  L Ay, ting 
. ae ee Cc. safe; 
' a N FILMS, Inc: ¥ vent 
cons 
|, powMAN Fr” avert | J 
a... : pati MICHIGAN © | be 
360 GO |} \LLINO | ff cons 
eee A 
arene es IS CHICA an 
UWA\ ° . : ps " 
| \ oe Qhio ood 
| J —_——_— eS | a RO as : oe 
2 ’ ee z DEA to e 
‘ ; 6 9 
wnat box 


9 +19.0 


ied at 
ntally, 
to nine 
4, and 
nore. 

1ore of 
unique 
people 
d their 
ddition 
buyers 
eekly,” 


Upjohn 
1 Port- 
» Port- 
-a new 
nm Ave. 
il sales 
ivision, 
ager of 
>. Mce- 
he Los 
nm ap- 
of the 


jJman 
rmerly 
anager 
is, has 
execu- 
mpany, 


e 
genera! 
ssell S 
Ze, dis- 
of Cat- 
have 
sales 
easter! 


y mal 
ing d 
. Con 
Yor! 
assis! 
arge | 


fa 
A 2 
rw 
. 


Advertising Age, December 22, 1947 


Consider Changes 
in Labor Law fo 
Block Petrillo 


Report Terms AFM 
President's Power 
a ‘Serious Menace’ 


WASHINGTON — Conceding that 
no existing federal legislation can 
block the projected walkout of 
musicians in the recording and 
broadcasting industries, the House 
labor committee last week con- 
sidered a series of Taft-Hartley 
Act amendments designed to 
break up the power exercised by 
AFM President James C. Petrillo. 

Before the committee was a re- 
port telling how Mr. Petrillo “has 
successfully created a small king- 
dom within the republic.” Ac- 
knowledging some improvement 
in Petrillo’s attitude toward school 
and military bands, the report 
commented that it is doubtful “if 
the constitutional rights of citizens 
should be abridged by contracts 
or hinge upon the tenuous mu- 
nificence of any individual or 
labor organization.” 


Termed ‘Serious Menace’ 


Petrillo’s power to call musi- 
cians off the job, withhold licenses 
from booking agents, place em- 
ployers on “unfair” lists, destroy 
business organizations .and the 
jobs of thousands of non-musi- 
cians, was characterized as “a 
serious menace to constitutional 
rights” which “should not be 
countenanced in a free republic.” 

Here and on the West Coast, a 
subcommittee under Rep. Carroll 
D. Kearns (R., Pa.)—himself a 
card holder in the Petrillo union— 
learned that AFM is a small union 
having a total membership in 
July, 1947, of 216,000. Of these, 
only 32,400 “earn their livelihood 
exclusively as musicians;” about 
twice as many depend partially on 
other vocations; 86,400 are no 
longer working as musicians. 

Noting that AFM “has no pro- 
fessional standards for member- 
ship,” the subcommittee observed 
“any person who is 16 years or 
older and can toot a horn or play 
any other musical instrument by 
ear or note ‘for pay’ is qualified 
for full union membership in the 
AFM.” 


Says Amendments Needed 
Besides calling for vigorous en- 


_ forcement of the Lea Act, banning 


featherbedding, the subcommittee 
Suggested Taft-Hartley Act 
amendments outlawing “monopo- 
listie practices” by unions. 

Three proposals were designed 
to blunt Petrillo’s weapons. One 
would prohibit a union from 
licensing an employer or any 


| other non-member. A second pro- 


| Vides redress in court for persons 
} or firms placed on “unfair” lists. 


The third prevents union leaders 
from calling a strike until work- 
ers involved give an affirmative 
= in an NLRB-supervised elec- 
10n, 

Emphasizing that “the right to 
work is a sacred God-given pre- 
rogative of the human race, dis- 
Unguishing it from the animal 
world,” the subcommittee urged 
Safeguards and penalties to pre- 
vent a union and employer from 
conspiring to evade the provisions 
of the Taft-Hartley Act, and for 
‘Ne recovery of damages by any 
worker injured by such an illegal 
Conspiracy. 


Stresses Copyright Issue 


In an independent statement, 
Rep. Kearns called for “a ruling” 
‘© enable Mr. Petrillo to continue 
‘o obtain revenue from the juke 


°ox industry. Asserting that 450,- 


000 juke boxes take in over $5,- 
000,000 annually, he said union 
members must be protected from 
providing services which destroy 
their own jobs. 

Petrillo lost interest in record- 
ing when his “royalty” arrange- 
ment with manufacturers was out- 
lawed, Mr. Kearns observed. 
Though critical of Petrillo, Mr. 
Kearns noted that existing copy- 
right law provides no protection 
against commercial use of records 
even though labeled “for home 
use only.” 

Explaining that a recording ban 
would be harmful to broadcasters, 
recording companies, musicians 
and public alike, Mr. Kearns said 
the copyright issue is something 
Congress ought to consider, and 
that the whole Petrillo situation 
ought to be under continued in- 
vestigation. 


Appoints McGill 
Alex McGill has been appointed 


general sales manager of General 
Dry Batteries of Canada, Toronto. 


Fox Is Too Busy; 
U-IP Relieves Him 


New YorK—Did you ever hear 
the story of the man who was too 
busy to run a motion picture com- 
pany? 

Last week Universal - Interna- 
tional Pictures announced that on 
Dec. 31 Matthew Fox will no 
longer be its executive vice-presi- 
dent; he will continue as a vice- 
president and director, and as 
chairman of United World Pic- 
tures, a 16 mm. production and 
distribution company. 

In a straitlaced announcement, 
U-IP said the new arrangement 
would engage Mr. Fox “on a 
modified basis to enable him to 
devote a portion of his time to his 
own enterprises. Mr. Fox will be 
compensated on a modified basis 
in relation to his new duties.” It 
was further stated that “he pro- 
posed this arrangement... .” 

The announcement confirmed 
what the movie trade had long re- 
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dent; Beatrice Simon, Raphael’s 
Jewelers, secretary, and Beatrice 
Walter, Bozell & Jacobs, treasurer. 


ported: that Matthew Fox’s World 
Wide Development Corporation 
(which has already turned out the 
sensational Bub-O-Loon and Vita- 
Vision, a three-dimensional pho- 
tography technique now being 
demonstrated in department stores, 
and a lifetime match reportedly 
under development) was doing so 
well that he was restless at Uni- 
versal-International. 


Junior Adclub Elects 

Folke Olson, University of 
Washington, has been elected 
president of the Seattle Junior 
Advertising and Sales Club. Other 
officers are: Ralph Umbarger, 
Rarig Motion Picture Company, 
lst vice-president; Charles Lauber, 
Pearson & Morgan, 2nd vice-presi- 


Greatest Industrial Area on Earth! 


_., TOP STATION © 
*BOTH in Vancouver 


a automobile makers have joined the hundreds of 
national advertisers who are getting better reproduction in their 
newspaper campaigns by using Reilly pLasticryres. You see, this 
entirely new kind of plate results in tearsheets of remarkably uni- 
form clarity. Every plate retains the true fidelity of the original. 


5 of the nation’s important railroads are also using 
Reilly pLasticryres. And you'll find the same swing to / 


PLASTICTYPES among advertisers in the food, drug, 

soap and cigarette fields, too. So for better reproduc-  / 
tion, and lower shipping costs, mail the coupon today. 
No obligation. 


Reilly Plastictypes . 


“REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO * DETROIT * INDIANAPOLIS * SAN FRANCISCO * LOS ANGELES 


© leading gasoline advertisers are 


among our clients, too. Like the seven 
big automobile advertisers mentioned 
above, they've learned from examining 
actual tearsheets that PLASTICTYPES 
really do assure cleaner, more uniform 
reproduction—even though newspaper 
production methods vary. 
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Reilly Electrotype Company 
/ 305 East 45th Street, New York 17, N. Y. 


a 
Have a representative call to give me 
re} 
{ full details. 
i 
\ 
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Mail me a sample Plastictype, and tear- 
sheets. 
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‘ Dept. A.A. 


Se : 
or Le Baht ce 
2 +48 ie wer # 
8 +34 Ce RR EER PE RR I I ER f oe af 
0-139 | ATTN 
4 +33 ae a 
4 434 ae 
2 th Lf SN eT 
a Lo fone 
2 on AG = a 
ae oo i Ree 1. = 
a (oe= Saee.a5 a 
se CEE TY te 
TY se 
D t08 | SAL covered completely 
Bi WZ ttn 
s Chicago Journal of Commerce 
9 ia 59 a ee 
3 +118 
9 +8.4 Ls 
8 es 5.6 | 5 
B dap ae a 
3 +26 aaa ‘ 
 +-14.3 7 bok: 
i 9 5 eo 
SE I and MEW WESTMINSTER 
i 482 _ = ) 3 
“a 
ee oe | z : 
ween ; ‘ Sie ae Z a ese eS : es “. m : 
oS x &, at See Siescaen eect ae of Se = ae Souter oman & 7 C aes oi . 
| - 
a 
aiid 
F _ 
ie 
| Pe 
: 
ae 
, ae 
ee % ila 
: = i 
a rt hee 
ae 
oo es hs OS ES ee eat 8 Bee ee o a - 
| . ; | id 
| a ee = | 4 " 
™ | a , 
C. 
vE 
| ‘EE —_____ : 
ee ‘s 
4 + 
7 : : . 5 : : Paw ‘ , : oe ‘ : 7 a an ‘ ae 4 j - - se 


Retailers Predict 
‘48 Price Boost, 
Editors Tell AMA 


New York—Control your ex- 
pense but promote as much as you 
can afford, was the advice God- 
frey Lebhar, editor-in-chief of 
Chain Store Age, gave to retailers 
during a discussion on “Problems 
Facing Retailers in 1948,” at the 
American Marketing Association’s 
retail distribution group meeting 
Dec. 15. 

Mr. Lebhar told AMA members 
about the views and predictions 
for 1948 from leading retailers 
contained in the current issue of 
Chain Store Age, and said the 
amazing thing about them was the 
uniformity of opinion. The re- 
tailers agreed that sales will be at 
least as good in ’48 as they were 
in ’47, but emphasized they were 
predicting only for the first six 
months of 1948. Everyone ex- 
pected price increases. 

Grocery chains are on the out- 
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look for still higher prices, Mr. 
Lebhar reported, and are alarmed 
at the high operating costs, he 
added. 


Jewelers Want Promotion 


Fred V. Cole, editor of Jewelers’ 
Circular - Keystone, told the AMA 
group that the results of a recent 
retail jeweler survey made by his 
publication showed that the jewel- 
ers wanted promotion, merchan- 
dising, advertising and display 
ideas more than anything else. He 
said that prices in all other fields 
affected the jewelers because it is 
the money left in the consumer’s 
pocket, after he has bought his 
necessities, that is spent for 
jewelry. 

Fabric prices will be higher 
next spring and may be even 
higher next fall, Earl W. Elhart, 
managing editor of Women’s Wear 
Daily, told the luncheon meeting. 
The spiraling price of leather will 
increase the price of shoes next 
spring, he added. 

Mr. Elhart also noted the pres- 
ent trend of department stores 
which branch out into fAational 
chains. He cited Macy’s San Fran- 
cisco store, and reported that the 
department store is now in the 
process of acquiring additional 
branches. Independents will have 
a tougher situation, he warned. 


Karagheusian Will 
Launch $825,000 
Drive in 1948 


New YorkK—A. & M. Karagheu- 
sian, Inc., will spend approxi- 
mately $825,000 for an advertising 
campaign in 1948 promoting Guli- 
stan carpets, a 10% increase over 
1947. 

The spring, 1948, campaign in- 
cludes a schedule of four - color 
pages in American Home, Better 
Homes & Gardens, Bride’s Maga- 
zine, House Beautiful and the New 
York Times Magazine, and be- 
ginning in February, Mademoi- 
selle’s Living. 

Ads also will appear in 11 news- 
papers in 10 markets, including the 
Atlanta Journal, Chicago Tribune, 
Cincinnati Enquirer, Cleveland 
Plain Dealer, Detroit News, Los 
Angeles Times, New York News, 
Philadelphia Inquirer, Pittsburgh 
Press and the St. Louis Post-Dis- 
patch. 

Fuller & Smith & Ross is the 
agency. 


Canada Dry’s Net 
Sales Up $8 Million 


Canada Dry Ginger Ale, Inc., 
New York, and its subsidiaries re- 
ported a net income of $2,701,776 
for the year ending Sept. 30, 1947, 
while sales increased from $37,- 
587,143 in 1946 to $45,106,029 this 
year, or a gain of approximately 
$8,000,000. 

The total sales rise was due to 
increased sales of carbonated bev- 
erages and to a moderate increase 
in sales of wines and spirits, R. W. 
Moore, president, said in a letter 
to stockholders. 


Silvers Joins WTHT 

Ralph Silvers, formerly con- 
tinuity chief of Station WPAT, 
Paterson, N. J., and program man- 
ager of Station WMID, Atlantic 
City, has joined the sales staff of 
Station WTHT, Hartford, Conn. 


TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 
Dolph Crawford, Web. 2419. 
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Farm Publications 
Have 3.8% Gain 


Cuicaco — Farm _ publications 
showed a 3.8% gain in linage in 
the past month over the same 
period a year ago, according to 
ADVERTISING AGE’s monthly tabu- 
lation of farm linage figures. 

They carried a total of 2,119,818 
lines, against 2,042,749 in the cor- 
responding 1946 period. 

The largest gain was an 18.3% 
increase by December magazines, 
whose 443,645 lines were 68,701 
more than in December, 1946. 

Farm weeklies reporting for No- 
vember carried 65,043 lines, up 
11.5% over the 58,356 they carried 
a year earlier. November bi- 
weeklies carried 6.6% more ad- 
vertising, up from 193,226 to 206,- 
068 lines. Semi-monthlies in No- 
vember ran 729,984 lines, 2.7% 
more than their 710,591 a year ago. 
December monthlies showed a 
slight 0.3% gain, up from 424,398 
to 425,752. 

Monthlies reporting for Novem- 
ber were down 11.7% (from 22,- 
086 down to 19,509) and dailies in 
November carried 229,817 lines, 
an 11.3% decrease. 

Canadian farm publications car- 
ried 428,025 lines, an 8.7% gain 
over their 393,897 lines a year ago. 


Sargent Boosts Edwards 


H. P. Edwards has been ap- 
pointed assistant sales and adver- 
tising manager of Sargent Feeds 
Company, Des Moines. He has been 
associated with the company’s 
sales organization for 12 years and 


| previously directed company sales 


in northeastern Iowa and in IIli- 
nois, South Dakota, Nebraska and 


Minnesota. 


DECEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercj.: 
Display, Display, 
Excluding Excludin; 
Poultry, Poultry, 
Livestock Livestock 
and Classified e— Total Advertising ——, and Classifi. 
A nays FOE r~—1946—~ 1947 1946 c——194T——7/ -———19 46, 1947 194 
ges Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lin, 
FARM MAGAZINES Warmer, The. os. .> 61.8 48,424 56.6 44,348 43,092 ett 
Hoard’s Dairyman.. 43.8 31,887 51.6 37,540 26,427 32,6 
Capper’s Farmer ... 44.6 30,315 49.5 33,681 29,493 32,063 Idaho Farmer...... 39.1 29,571 42.6 32,214 27,326 29,923 
Country Gentleman. 85.1 67,876 72.1 49,042 66,028 46,476 Indiana Farmer's 
Farm Journal ...... 92.2 39,564 79.3 34,016 37,908 31,371 SO ix wks Kaw’s ic 28.1 21,999 32.1 25,181 16,328 19,5 
Progressive Farmer: Kansas Farmer.... 37.3 28,363 38.2 29,052 22,219 22,46) 
Carolina-Va. Michigan Farmer ..-45.4 34,930 46.8 35,922 31,863 32,8: 
OE ov 5.0.04 70.6 651,435 56.0 40,807 48,698 37,174 Missouri Farmer ... 7.2 5,621 6.4 6,052 5,357 4,07 
Ga.-Ala.-Fla Missouri Ruralist... 31.8 24,144 33.9 25,757 20,507 22,005 
Co eee 68.6 49,979 55.2 40,254 47,010 36,392 Montana Farmer... 39.3 29,683 40.7 30,773 20,283 23,54 
Ky.-Tenn.-W. Va. Nebraska Farmer... 69.7 52,220 64.0 48,458 44,807 42,745 
ME Sbcaccks 65.0 47,323 52.5 38,247 44,796 34,886 New England 
Miss.-La.-Ark. Homestead ...... 41.2 28,844 41.0 28,735 22,067 21,9: 
TS eee 65.5 47,720 53.1 38,680 44,841 35,139 Ohio Farmer ...... 48.5 37,217 53.2 40,854 33,964 37,7: 
Texas Edition ... 70.0 651,028 55.2 40,246 47,783 38,278 Oregon Farmer . 39.1 29,671 365.4 26,786 27,326 24,50 
*In all 6 Editions... 60.7 44,197 46.8 34,117 42,490 31,547 Oregon Grange 
*Aver. 5 Editions... 68.0 49,497 54.4 39,647 46,626 35,974 Bulletin ......... 17.5 19,040 12.2 13,258 19,040 13,2 
Southern Agricul- Pennsylvania 
SUONS 0 cs as Heeeicé 39.1 27,343 38.8 27,150 25,299 25,301 Farmer .......:; 35.3 27,072 41.3 31,733 25,099 30,12: 
Successful Farming. 91.0 41,062 73.0 32,821 39,797 30,833 Utah Farmer ..... 33.5 25,382 29.0 21,969 23,870 20,69: 
itching consrntie Wallaces’ Farmer & 
Total Group ..... 691.7 443,645 584.7 374,944 421,653 345,913 Iowa Homestead... 67.2 52,645 60.7 47,577 47,390 41,797 
Washington Farmer. 39.5 29,852 42.56 32,151 27,607 29,998 
MONTHLIES Western Farm Life. 57.3 44,891 53.0 41,522 22,776 23,012 
Wisconsin Agricul- 

American Fruit a rrr rw 56.2 44,042 48.3 37,867 43,063 36,594 
eee 21.8 9,347 24.1 10,343 9,155 9,963 —— — 
American Poultry Total Group ..... 941.4 729,984 919.0 710,591 630,444 618,460 

Journal: Bi-Weeklies—November 
Eastern Edition... 45.5 19,530 63.7 27,311 9,633 11,904 bArizona Farmer ... 89.8 67,928 73.8 55,902 64,750 653,415 
Central Edition... 41.4 17,769 49.4 21,214 9,551 9,757 Dairyman’'s League 
Western Edition.. 35.8 15,348 42.5 18,218 8,820 8,880 MeL er 8.4 6,144 10.3 7,468 4,985 6,024 
*In all 3 Editions... 31.9 13,681 39.0 16,739 8,352 8,558 Pacific Rural Press: 
Better Farming Northern Edition. 58.1 44,016 59.6 45,042 39,540 41,279 
Methods ......... 26.8 11,516 17.9 7,707 11,516 7,707 Southern Edition. 55.1 41,686 54.4 41,195 37,216 37,43: 
Better Fruit ...... 18.7 7,868 15.0 6,300 7,868 6,300 Prairie Farmer .... 63.6 46,294 59.9 43,619 40,665 38,065 
Breeder’s Gazette .. 19.6 8,818 18.6 8,396 5,553 5,930 — —_—- 
California Citrograph 24.9 16,758 26.2 17,684 16,768 17,584 Total Group ..... 275.0 206,068 258.0 193,226 187,156 176,216 
Carolina Co-operator 4.0 1,691 8.4 3,546 1,623 3,475 Weeklies—November 
Cattleman, The .... 77.0 32,378 97.7 41,066 19,880 19,761 Capper’s Weekly 10.0 22,459 9.7 21,815 18,341 16,963 
Cooperative Digest... 28.5 5,985 23.0 4,830 6,985 4,830 Weekly Kansas City 
Electricity on the re aa 17.3 42,584 14.8 36,541 30,799 26,821 
EE) an ceaeeesa.e 18.2 6,490 19.4 6,944 6,490 6,944 rune — 
Farm and Ranch... 39.5 27,673 36.8 27,445 24,174 28,768 Total Group ..... 27.3 65,043 24.5 58,356 49,140 43,764 
Farmer Stockman.. 24.4 18,503 22.3 16,846 17,187 15,612 Dailies—November 
Florida Grower 20.7 14,075 21.9 14,910 13,358 14,420 Chicago Daily Drov- 
Kentucky Farmer.. 19.0 14,921 13.3 10,457 13,327 8,637 ers Journal ...... 25.1 53,315 28.8 61,377 30,623 29,131 
aMichigan Farm Kansas City Daily 
Pee oe 2.3 5,253 2.6 5,362 5,140 5,272 Drovers Telegram 30.7 65,334 33.8 71,926 35,407 39,577 
National Live Stock Omaha Daily Jour- 
PrOGwCer .icccess 8.1 5,897 9.8 7,152 5,406 5,702 nal-Stockman ... 33.7 71,778 39.7 84,446 45,795 62,813 
New Jersey Farm St. Louis Daily Live 
and Garden...... 37.8 17,014 36.3 16,358 13,802 11,424 Stock Reporter... 18.5 39,390 19.5 41,399 29,790 28,17 
Ohio Farm Bureau — -—_—_——— -— 
on hg ee eee 17.0 7,642 10.0 4,494 7,286 4,314 Total Group ..... 108.0 229, 817 121.8 259,148 141,615 149,69 
Poultry Tribune: ———- 
Eastern Edition... 51.5 22,089 64.4 27,640 11,680 13,753 *Not included in totals. 
Central Edition... 45.0 19,321 60.3 21,558 11,474 12,013 +First issue Sept., 1947. 
Western Edition... 38.0 16,304 41.8 17,911 10,037 10,829 aPage size changed since last year. 
*In all 3 Editions.. 34.4 14,743 38.3 16,414 9,574 10,274 bThree issues both years. 
Southern Farmer 9.1 7,272 4.3 3,405 6,876 2,977 
Southern Planter .. 27.6 19,828 35.1 24,679 18,200 22,831 | CANADIAN 
Western Dairy 
| ree 43.2 18,172 40.4 16,172 7,252 6,916 *Canadian Country- 
Western Livestock TOA <i hc eedes 036 7.1 25,978 32.4 22,662 18,872 17,65 
FOUPNAL 6 .ccs veces 40.0 58,800 87.2 36,652 23,240 15,736 Country Guide, The. 27.7 19,972 24.6 17,704 19,972 17,704 
—_—_— —_— *Family Herald & 
Total Group ..... 885.4 425,752 881.9 424,398 301,271 287,239 Weekly Star: 
Monthlies—November Eastern Edition... 85.9 85,897 76.3 76,315 69,371 50,84! 
Arkansas Farmer... 10.9 8,254 11.9 8,994 7,565 8,464 Western Edition.. 71.0 70,998 66.2 66,237 60,673 47,61 
Idaho Granger c+ Ee 8,266 9.2 10,036 8,238 10,036 Farm & Ranch 
Nation’s Agriculture 6.6 2,989 6.8 3,056 2,989 3,056 Review ...-.+++.:5 16.7 12,003 17.6 12,638 11,169 11,6 
—_ — *Farmer’s Advocate 
Total Group ..... 25.1 19,509 27.9 22,086 18,792 21,556 & Home Magazine 39.6 27,699 31.8 22,245 238,115 17,527 
Semi-Monthly—November Farmer’s Magazine. 31.2 21,850 29.4 20,690 15,836 13,342 
American Agricul- Free Press Prairie 
GED. 6 €b608 64520 6.4 26,470 31.9 23,194 24,229 21,141 ig) err ee 102.3 115,101 98.4 110,667 59,488 60,659 
California Grange *Western Producer. 45.4 48,527 41.9 44,849 28,687 21,211 
a, a eee 0.2 22,596 16.6 18,620 22,057 18,256 mao — ——— 
t*Colorado Rancher Total Group ..... 456.9 428,025 418.6 393,897 282,183 258,216 
and Farmer ..... BO:0 14.360. cco scicas See = saves — 
Dakota Farmer .... 46.0 35,520 41.0 32,028 33,747 30,395 *November linage. 


Display Is the 
‘Clincher Medium,’ 
Says N. J. Leigh 


NEw YorK—Display is the 
“clincher medium,” the only one 
operating at the critical point 
where the purchaser is separated 
from his money, N. J. Leigh, board 
chairman of Ejinson-Freeman 
Company, Long Island City, told 
the New York adclub’s advertis- 
ing and selling course here. 

Citing displays as the cheapest 
of all media (based on Dr. Miller 
McClintock’s prewar studies for 
the Association of National Adver- 
tisers), Mr. Leigh wholeheartedly 
endorsed the effectiveness of dis- 
plays. 

However, he declared, while an 
advertiser can buy definite space 
in other media, to use displays, 
the advertiser and his salesmen 
must constantly compete for dealer 
cooperation in setting them up. 

The five unique characteristics 
of displays, according to Mr. 


Leigh, are substance, form, color, 
light and motion. To illustrate his 
point, he demonstrated animated 
gimmicks, light blinker and flip- 
flop gadgets. 

The motion and light displays, 
he said, were just getting under 
way when the war came along, 
but he sees wider use of them in 
the near future, even though their 
price — $25 to $500 apiece — will 
limit their use to high-spot loca- 
tions. 


CCA Members Total 467 


Controlled Circulation Audit, 
New York, has added 10 publica- 
tions, seven advertisers and nine 
agencies since September, 1947. 
Its membership now consists of 
146 advertisers, 78 agencies and 
243 publications and applicants 
totaling 467. 


Appoints Sanford 

Hartford Products Corporatio 
Chicago, has appointed D. E. San- 
ford Company, New York, as na- 
tional sales representative for i's 
Cafex line, effective Jan. 1. 
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Leon Livingston 
and Honig-Cooper 
to Merge Jan. 1 


SAN FrRANcisco—Two of the 
West Coast’s oldest agencies will 
merge on Jan. 1. 

Honig-Cooper Company, which 
dates from 1915, will take over all 
business operations of the Leon 
Livingston Agency (1921) after 
the first of the year, in a deal com- 
pleted during the last two weeks. 

Until the consolidation becomes 
effective, the Livingston staff will 
continue to service the agency’s 
present accounts from offices in 
the Mills building here, but Honig- 
Cooper plans to lease an entire 
floor at 333 Montgomery St., in 
several weeks, to house the com- 
bined staffs of both agencies. 

Livingston accounts that will 
pass to Honig-Cooper under the 
arrangement include Levi Strauss, 
Wells Fargo Bank, C & H Sugar 
and Morris Plan Bank. None of 
the Livingston agency’s accounts 
are competitive with present H-C 
clients, according to officials of the 
latter organization. 

William Day, who has man- 
aged the Livingston agency since 
the death of Leon Livingston on 
Oct. 14, has not yet announced his 
new capacity under the merger 
arrangements. 

Both of the San Francisco agen- 
cies have maintained New York 
offices, and expect to merge them 
immediately. In addition, Honig- 
Cooper has offices in Seattle and 
Los Angeles. 


‘You're Too Fat 
for Us,’ Ry-Krisp 
Tells Elsa Maxwell 


New YorK—“I’ve been crucified 
by radio advertising,” Elsa Max- 
well, newspaper columnist, told 
the Advertising Women of New 
York at their Christmas luncheon 
last week. 

Miss Maxwell said she had 
always had a yen to go on the 


Agency Boosts Sheldon. 
Culver and Sterling 


John Sheldon, account execu- 
tive of Geyer, Newell & Ganger, 
New York, since 1944, has been 
appointed an assistant group di- 
rector of accounts, in which ca- 
pacity he will assist Robert M. 
Ganger, agency partner and vice- 
president. 

At the same time the agency 
announced that Kirby Culver and 
Calhoun Sterling, both of whom 
have been trainees, have been ap- 
pointed assistant account execu- 
tive, and member of the traffic 
and production department, re- 
spectively. 


Sawyer Agency Moves 
Ross Sawyer Advertising has 

moved to larger quarters at 8438 

Melrose Ave., Los Angeles 46. 


Ketcham Leaves 
Grosset & Dunlap 


New YorK—Edward C. Ket- 
cham, after 50 years in the book 
publishing business, will resign as 
a vice-president of Grosset & Dun- 
lap Dec. 31. 

Mr. Ketcham joined D. Apple- 
ton & Co. in 1898, joined Bobbs- 
Merrill as a salesman in 1905, and 
subsequently went to Grosset & 
Dunlap as a salesman in 1912. 

On Jan. 7, 1918, he became a 
Grosset director. When the com- 
pany was incorporated, on Feb. 1, 
1935, he was made secretary, and 
on Nov. 28, 1944, he became a 
vice-president. 

As one of the deans of the book 
publishing business, Mr. Ketcham 


is supposed to have been con- 
nected with the distribution of 
more than 350,000,000 books, and 
was prominent in developing vol- 
ume sales in the catalog and mail 
order house book business. 


Turnbull Joins D-F-S 


Henry Turnbull, former presi- 
dent of Booth, Vickery & Schwinn, 
Baltimore, has joined the execu- 
tive staff of Dancer-Fitzgerald- 
Sample, New York. 


Gordon Names Waters 


Pauline Gordon, Inc., New York, 
has appointed Norman D. Waters 
& Associates, New York, to handle 
a national advertising campaign 
for Pauline Gordon brassieres. 
Quarter and third-page ads will 
appear beginning in January in 


39 


Charm, Glamour, Harper’s Bazaar, 
Mademoiselle, New York Times 
Magazine, Seventeen and Vogue. 
In addition, newspapers will be 
used in several markets, beginning 
with the Chicago Tribune. 


Advertising to Hosiery Mills: 
_ KNIT GOODS WEEKLY — 
z ° . a 
Carrying Hosiery Advertising 
to Retailers pre Wholesalers: 
Monthly Hosiery Merchandising 
Section—edited solely for 
Buyers of Hosiery — - 
KNIT GOODS WEEKLY 
| Madison Ave., New York 10 


radio and in 1941 was approached 
by the Ry-Krisp people (“The 
most unpleasant little cracker I’ve 
ever tasted’’). 

“At that time I weighed more 
than 200 pounds,” she declared, 
reminding her audience that she’s 
but 5 feet, 2 inches in height. 
“The reason they had picked me 
for a program was obvious. They 
told me to start eating Ry-Krisp 
and each Friday night while on 
the air I would be weighed on a 
gigantic scale placed on the stage 
before the audience.” 


She Gains Steadily 


After the first week Miss Max- 
well reported that she didn’t lose 

but didn’t gain either. After 
two weeks she gained a pound, 
instead of losing the two pounds 
she was required to shed, and 
after that she gained steadily, un- 
til at the end of the 13 weeks she 
had grown enormously fat and 
thus her option was dropped. 

“A little later I was approached 
by a self-reducing bath company,” 
Miss Maxwell lamented. “They 
wanted me to sit in a tub and 
v eigh myself after each bath. The 

test offer I have had for radio 

onsorship was a bra firm.” 


Can Institute Elects 


Robert S. Solinsky, president of 
‘ans, Ine., Chicago, has been re- 
“ected president of the Can Man- 
‘acturers Institute. H. Ferris 
White, executive vice-president, 


| Clifford E. Sifton, secretary- | 


‘reasurer, also were reelected for 
another term. 


Seidel Boosts Gerberg 


_ “zra Gerberg, in the media de- 
vartment, has been appointed an 
account executive of Seidel Ad- 
vertising Agency, New York. 


| 


| 


| 


Advertising Offices : 
MEMPHIS - 


Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 
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RATES: 60c per line, minimum charge $3. Cash wih order. Figure. bold face heads (maximum two lines) 
25 letters and spaces per line; oes. oleae line. Box numbers add two lines. Copy deadline 


date. Display classified 


s take card rate of $10 


per column inch. Regular card discounts oft multiple insertions and space over 5 inches apply on display. 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


SALES PROMOTION 


ON REFRIGERATORS for manufac- 
turer, midwest city. Creative idea 
man for liaison between product 
sales manager, agency and general 
promotion manager. Refrigerator 
sales experience with distributor or 
dealer desirable. Write full details. 
Box 9316, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MONARCH PERSONAL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 
28 E. Jackson Blvd. Chicago 4, Til. 


SALES PROMOTION 


ON RADIO-TELEVISION for manu- 
facturer, midwest city. Creative idea 
man for liaison between product 
sales manager, agency and general 
promotion manager. Radio sales ex- 
perience with distributor or dealer 
desirable. Write full details. 

Box 9317, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


HERE’S A SPECIALIZED JOB 
(FOR AN AD MAN) 
We're not too large an agency—we 


. need a man or a woman to nelp us. 


We want someone who can intel- 
ligently make a rough layout, fill in 
on copy, when necessary, and who is 
willing and able to handle produc- 
tion and traffic on national ads. 
Sounds like a big order but we want 
hearty cooperation — not dignified 
acquiescence. We'll pay—not tone 
to start, but enough—and _ we’'l 
really play ball with the right x 
son. Write us all about yourself— 
we're awfully anxious to hear. Fleat- 
ers and those whose experience and 
background won't 1. investiga- 
tion save your postag 

Box 9318, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPY WRITER-STEN OGRAPHER 
for radio script work. Learn to take 
over department. Chicago we 

Box 9319, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Copy and contact man. Leading 
agency in Iowa. An opportunity for 
oung man who wants to get ahead 
n the agency business. xcellent 
living conditions in ideal city. Salary 
and bonus arrangement. Give full 
information. Write to: 

Box 9327, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har., 2063, Chicago 


Wanted—Display Salesman for pro- 
gressive Ohio Daily. 16,000 circu- 
lation. Prefer young person with 
some newspaper experience who is 
on the way. up. Give complete de- 


tail 
ADVERTISING AGE 


s. 
Box 9308, 
100 B. Ohio St., Chicago 11, Ill. 


POSITIONS OPEN 
With ageneies, advertisers, publish- 
ers, ete., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
185 N. Wabash. FRA 0115, Chicago 


POSITIONS WANTED 


FREE LANCE ARTWORK 
OVERNIGHT SERVICE 
Modern layout, lettering, designing. 
Box 9326, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CONTINUITY DIRECTOR Ww CBS 
Station. Experienced all phases of 
radio writing. Age 24, single, pres- 
ently employed. Write 
Box 9328, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HARASSED BUSINESS 
EXECUTIVE OR OWNER 

35 year old business administration 
graduate with extensive experience 
in sales administration, control and 
budgets; market research, company 
planning and organization—to as- 
sist top executive or help owner run 
his business. Chicago area. 

Box 9320, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


COPYWRITER 
years Chicago Agency Experience. 
Poca liquor, Beer and Automotive. 
Presently employed but no room to 
expand. Want Chicago location. 


$4800 
ADVERTISING AGE 


‘Box 9324, 
100 E. Ohio St., Chicago 11, Il. 


PUBLIC RELATIONS DIRECTOR 
Desires to locate in the South. 21 
yrs. experience in industries and 
public utilities. Conversant with all 
types of media. Employee relations, 
press relations, customer relations. 
Can mix original thinking, hard 
work and tested methods to obtain 
results. 

Box 9296, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Reliable man, exp. in outdoor adv. 

and newsp. space, seeks permanent 

spot. Exec. backgrd. Reasonable sal. 
Box 9321, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


ADVERTISING PRODUCTION 
15 yrs’ exp. in advertising agency, 
publ. and pavers dept. of client. 
Box 9323, ADVERTISIN 


G “ . 
330 W. 42nd St., New York 18, N. 


CLAUDE HOPKINS — type a 
Selling copy and research. Food, 
housewares and industrial. Don’t 
want to be an Account-Executive! 
Chicago Agency preferred. 
Box 9325, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


WANTED—NATIONAL ADVER- 
TISING REPRESENTATIVE for 
new quarterly publication circulated 
chiefly in northern New York. Cir- 
culation now 2500, constantly in- 
creasing. Write North Country Life, 
Ogdensburg, New York. 


Photographic Sales Representative 
wanted by leading photo studio do- 
ing carbro and black and white. 
Real oqpertgalty in agency and com- 
mercial flelds. 

Box 9322, ADVERTISING 
100 B. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


If you would like your own, high 
income, but easily learned office 
business, write for free details to- 
day. FRANKLIN CREDIT SCHOOL 
Dept. 215-N, Roanoke 7, Virginia. 


KROM-A-TONE POST CARDS 
The newest most ecenomical way to 
display any product. Samples and 
prices on request. 
aig | ARTS PHOTO SERVICE 

5-B, Hamilton, Ohio 


We are = the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 
dential. 

Box 9269, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NEWSPAPER FOR SALE 
All or part of fast growing, estab- 
lished Chicago South Side Weekly. 
Printing jobbed out. Write NEWS, 
9257 Cottage Grove Ave., Chicago 19. 


For DIRECT MAIL ADVERTISING 
to high schools, send your circulars 
to us. Every high school in the 
United States is on our Addresso- 
graph plates. Our charge, $2 per 
1,000. chool Activities Publishing 
Co., 1515 Lane Street, Topeka, Kan. 


SALES REPRESENTATIVE WANTED 
POINT-OF- SALE “ADVERTISING 


Our 45-year old firm, one of the largest producers of Point-of-Sale 
advertising, has openings in Cleveland and several other choice terri- 


tories for high calibre sales representatives. 


Must be aggressive, cre- 


ative type, familiar with merchandising and dealer advertising. Wide 
acquaintance with sales promotion and advertising managers of most 


important advertisers in your locality is necessary. 


If you can qualify, 


here is an opportunity for a profitable, permanent career in an estab- 


lishd field. Our line includes: 


WINDOW, COUNTER AND FLOOR DISPLAYS 


. . « CARDBOARD CUT-OUTS . . . ANIMATED 
AND LIGHTED DISPLAYS . . . FIBRE, PAPER AND 
CLOTH BANNERS, PENNANTS AND SIGNS... 
MYSTIK SELF-STIK SIGNS . . . MYSTIK ECONO 
SIGNS FOR TRUCKS . . . MYSTIK SPECIALTIES 
. . « MYSTIK SELF-STIK PRODUCT IDENTIFICA- 
TION SIGNS . .. MYSTIK CHEK TABS. 


We have a complete sales promotion service to assist you in making 
sales, including a creative department that can handle the job com- 
pletely, Write us today. Tell us about your past and present opera- 
tions, territory you cover, lines you handle and accounts you sell. 


Chicago Show Printing Company 
Showmanship In Point-of-Sale Advertising 
2635 North Kildare Ave., Chicago 39, Illinois 


TRADE PAPER DOCTORS 


We are looking for trade papers in 
need of expert counsel and help on a 
flat fee or retainer basis. Our execu- 
tive personnel with long background 
in editing, promotion, sale of adver- 
tising and circulation will make com- 
plete facilities of their New York or- 
ganization available. 


Analysis of your problems will be 
made without obligation. Replies held 
in strictest confidence or handled 
through your attorney. 


Box No. 6901, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


' 
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Wanted 


TOPNOTCH 


LAYOUT MAN 


i ALSO TOPNOTCH 
i 


LETTERING MAN 


Vision, Inc. | 
107 W. WACKER DRIVE 
CHICAGO—CENTRAL 4310 


~~ rr 


U. S. Advertisers 
May Sponsor 
Italian Opera 


New YorK—Broadcasts of the 
1947-48 La Scala opera season on 
the Italian radio network are on 
the market—and for an American 
sponsor. 

Verdi’s “Otello” under the 
baton of Maestro Victor de Sabata 
will start the series Dec. 26. These 
broadcasts, originating from the 
Opera House in Milan, will be 
carried over the entire network of 
26 (virtually all the stations in 
Italy) stations. 

Major policies for radio in Italy 
are determined by the govern- 
ment, which owns the equipment 
and subsidizes broadcasting ar- 
tists. However, Italian stations 
comprising the Red and Blue net- 
works do accept commercial ad- 
vertising, which is handled 
through SIPRA. American repre- 


sentative for this company is 
Freemantle Overseas Radio. 
Noteworthy U. S. sponsor in 


Italy is Standard Brands, which 
for a year has been airing singing 
commercials on the full network 
plugging Royal baking powder 
and pudding. Warner Brothers 
backs a 15-minute weekly pro- 
gram featuring highlights from 
current movie productions. 


Wagenseil Names Doty 
William H. Doty, former market 
| research specialist for the Ameri- 
;can Cyanamid Company, New 
| York, and eastern editor of In- 
| dustrial Marketing, has joined the 
| public relations division of Hugo 
(acim & Associates, Dayton. 


| Sewell Quits Glenmore 


George F. Sewell, divisional 
|manager in charge of Ohio and 
| Michigan operations of Glenmore 
Distilleries Company, Louisville, 
has resigned. 


— 
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DECORATIVE VALUE—Pepperell Mfg. Co., Boston, will use this full-color page 
in the January Ladies’ Home Journal to point up the decorative value of 
colored Peeress sheets. Swatches of the actual colors are shown. 


In the rapid changes which have 
taken place in the past couple of 
years in the agency business, in- 
volving shifts of able creative men 
and executives from one agency 
to another, the establishment of 
new agencies and the liquidation 
of others, there has been one con- 
trolling factor which has seldom 
or never been commented on. 

That is the effect of personal 
income tax policies on decisions 
affecting the future careers of 
these key men in the business. 

The situation at present is that 
additional direct income, in the 
form of salaries or bonuses, often 
means little, since progressively 
higher rates on larger incomes re- 
duces the net increase in many 
cases to the vanishing point. 

A few weeks ago an outstanding 
art director in one of the top- 
flight agencies was offered a job 
elsewhere at an increase of $10,- 
000 a year. He talked it over with 
his principals and figured out that 
his “take-home pay” would be 
increased too little to justify a 
change. 

The controlling factor here was 
an employes’ retirement fund in 
which he already has a substan- 
tial stake. While he would cash 
a considerable part of it in the 
event of leaviny, it is an asset 
which he decided was too valu- 
able to sacrifice. When he quali- 
fies for retirement, he will have 
to pay only a capital gains tax 
of 25% on his share of the bene- 
fits, but the rate will be so much 
lower than he is now paying on 
regular income as to be very much 


Taxation and Agency Careers 


Personal Plans of Able Men in Advertising Often 
Determined by Uncle Sam 


By G. D. 


Crain Jr. 


worth while. 

Another case was the formation 
of a new agency a year or two ago 
by several key men from estab- 
lished advertising organizations. 
These able executives pulled out 
of congenial, high-salaried jobs 
because they wanted to create a 
situation where they would have 
a chance to build something for 
the future. 

Creating a business with cap- 
ital values offered possibilities 
along this line, plus the oppor- 
tunity to retain some of the earn- 
ings in the corporation of which 
they became the principal stock- 
holders. Even here the situation 
is clouded by the insistence of the 
Treasury that corporations dis- 
tribute 70% of annual earnings to 
stockholders under Section 102 of 
the Internal Revenue Code. Uncle 
Sam believes mightily in double 
taxation of company earnings, but 
with the elimination of the excess 
profits tax on corporation incomes, 
partnership status has become less 
desirable for agencies. 

These general considerations, 
which are of special significance 
in a personal service business like 
advertising, of course plague al! 
business managements in their ef- 
forts to acquire or retain the best 
possible talent for their enter- 
prises. But they also suggest that 
the agency business, which is so 
adept at promotions for its clients, 
might well devote a little thought 
and effort to a campaign designed 
to remove some of the glaring in- 
equities from the present federa! 
income tax system. 


WSSB to Be Aired Soon 


WSSB, a new 250-watt station 
in Durham, N. C., with offices at 
212 Depositors National Bank 
building, expects to go on the air 
about the middle of January. Guy 
Griffen, formerly sales promotion 
manager of Station WFBR, Balti- 
more, is general manager. 


Hasler Joins Kingan 

Edward J. Hasler has joined the 
public relations division of Kingan 
& Co., Indianapolis meat packer, 
in an advertising and sales pro- 
motion capacity. 


Names Kuper V.P. 


Charles A. Kuper, formerly a¢- 
vertising manager and public re- 
lations director of the Lone Sté 
Brewing Company, has beé®! 
named vice-president in charge ‘ ( 
sales and advertising of Ha! 
Mitchell Brewing Company, 
Paso, Tex. 


ry >] 


Frink Appoints Clover 
Frink Corporation, Long Isla! 
City, has appointed G. R. Clover 

as Detroit sales representativ 
with headquarters in the New 
Center building. 
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Good holiday news for Chicago.. 


ROYAL CROWN COLA 
a 


because only RC gives you all 3] 


~See Here's what you get Cote ws v 
cng f lk mnttton |v |v |v 
em Dut ifi¢ 
— £ wee. |v 


*Reyal Crown Cole wine 5 out of 6 group taste 
teste from const to const! 


ROYAL CROWN BOTTLING COMPANY OF CHICAGO 


BACK TO NICKEL—Typical of the re- 
turn to a five-cent price across the 
country, at the discretion of the local 
bottler, is this 600-line Royal Crown 
Bottling Co. of Chicago newspaper ad- 
vertisement. Sixty to 100-line copy fol- 
lowed up the original announcement. 


Los Angeles BBB 
Issues Revised 
Edition of Code 


Los ANGELES — 


“As merchants, 


we all have a stake in the main- | 


tenance of the highest advertising 
ethics, for the protection of the 
public and ourselves,” the Better 
Business Bureau of Los Angeles 
says in the foreword of a revised 
edition of its “Truth in Advertis- 
ing Code.” The booklet is being 
distributed to all local merchants 
and all types of business. Adver- 
tising media, as well, are being 
asked to adhere to the rules as 
outlined. 

The code defines a list of com- 
paratives, such as “regular price,” 
“former price,” and “values up 
to,” and lists copy regulations cov- 
ering these, as well as guarantees, 
combination offers, use of the 
terms “free,” “given” and others, 
and calls for clearly written copy 
when such terms are used. 


The bureau investigates ads 
that may be in violation of the 
code, and sends a report on its 


preliminary findings to the adver- 
tiser as soon as possible. If the 
bureau’s report shows that the ad 
has not violated the code, the case 
is closed and the complainant so 
notified. If a violation is found, 
the advertiser is advised to make 


corrections. 


demonstrated a 


The bureau here is an _ out- 
growth of a vigilance committee 
organized by the Los Angeles Ad- 
vertising Club in 1912. It was or- 
ganized formally five years later, 
and was conducted as a depart- 
ment of the club until 1930, when 
it beeame part of the national or- 
ganization. 


Proposes Scholarship 

The San Francisco Advertising 
Club’s scholarship committee has 
submitted a_ resolution to the 


| Club’s board of directors that the 


Organization present an annual 
scholarship of $500 to a University 
! California student who has 
“fixed purpose in 
pursuing a career in advertising.”’ 
The recipient must have com- 
pleted at least two years at the 
iniversity, and the same student 
may not receive the award for 
more than two consecutive years. 


Pr reiasiion Men Elect 


‘he Los Angeles Advertising 
P-oduction Men’s €lub has elected 
Donald W. Brown, Lester C. Niel- 

Company, president. Others 
fiected are: Albert Schoenfield, 
H iig-Cooper Company, vice- 
ident, and Richard Glover, 
Bo'sford, Constantine & Gardner, 
se-retary-treasurer. 


Gets Shoe Account 


. H. Fyfe & Co., Detroit, shoe 
Monufacturer, has appointed Dun- 
de: & Frank, Inc., New York, to 
Naidle its advertising. 


ball, Springfield, Mass. 
| April 5-7. 
| Promotion Association, 


land. 


| Dec. 29-30. American Market-| 


conference, Downtown Campus, De nual meeting, Cavalier Hotel, Vir- 
‘Paul University, Chicago. ginia Beach, Va. 
| dan. 9-10. New England Sales} April 20-22. 


Statler, Boston. 

Jan. 11-13. Advertising Associa- | 
tion of the West, midwinter don= | 
| ference, Hotel Del Coronado, San | 


/nual convention, New York. 


Broadcasters, 


| Biltmore Hotel, Los Angeles. 
| Diego, Cal. May 21-22. International Affil- | 
Jan. 11-14. Newspaper Adver-|iation of Sales and Advertising | 


'tising Executives Association, an- | Clubs, annual convention, Cleve- | 


nual meeting, Edgewater Beach | land. 
Hotel, Chicago. 

Jan. 15-16. National Associa- 
ition of Magazine Publishers,| vention, Sacramento, Cal. 
|Magazine Forum, Waldorf-Astoria} June 13-16. 


‘Hotel, New York. 


March 7-9. New England News- | vention, Hotel Netherland Plaza, | 
| Paper Advertising Executives As- | Cincinnati. 
sociation and Advertising Man- | 


| agers Bureau, New York State | Advertisers Association, 


National Newspaper 


' April 7-9. American Associa- Y°F*- 
|ing Association, winter marketing |tion of Advertising Agencies, an-| 


American News- | 
|Management Conference, Hotel paper Publishers Association, an-| 


June 13-16. Advertising Asso- | 
ciation of the West, annual con- | 


Advertising Fed- 


\eration of America, annual con-| 


June 13-16. National Industrial | 
annual | 


Dailies, joint meeting, Hotel Kim- convention, Lord Baltimore Hotel, 


| Baltimore. 
June 19-25. 


show, Hotel New Yorker, New 

June 23-26. Newspaper Adver- 
itising Executives Association, sum- 
‘mer conference, 
|'tenac, Quebec, Canada. 
Sept. 29-Oct. 1. 
Advertising Association, annual 
convention, Bellevue - Stratford | 


May 17. National Association of | Hotel, Philadelphia. 
annual convention, | 


Hamilton Promotes Hall 


Val F. Hall has been named|} 


sales director of the _ surgical 
equipment division of Hamilton 


Chateau Fron-| 


na- | 


Direct Mail|}- 


Mfg. Company, Two Rivers, Wis. 
For many years he was field rep- 


National Associa-| resentative of the division. 
annual tion of Display Industries, 
convention, Hotel Carter, Cleve-| tional convention and display| 


Graphic 
PHOTO ENGRAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


216 WEST ONTARIO STREET 


CHICAGO 10, ILL. 
SUP. 4314 


| PASTING & 
ASSEMBLING 
MATERIAL FOR 
Mm AGENCY & CLIENT 
SCRAP BOOKS 


549 W. WASHINGTON ST @ CHICAGO e@ RANDOLPH 3696 


MIDWEST BINDERY 


Hand Bindery Specialists 


QO 
CIS 


arithmetic. 


1,600,000. 
The life of 


Therefore, 


FIRS, 
% Ask us to prove this. 


profitable weekly coverag 


N a advertisers who desire a prof- 
itable return on every advertising 


dollar should be interested in this improved 


The National Geographic Magazine is 
published every month but is read every 
week by the First Million Plus families in 


America. Its net paid circulation exceeds 


any one advertisement in 


National Geographic Magazine extends 
far beyond the week in which the copy first 
appears. Our advertisers often continue to 
receive inquiries and orders years after 
their advertisements have been published.* 


if you wish economical and 


e, place National 


Geographic at the top of your list. 


NATIONAL GEOGRAPHIC MAGAZINE . WASHINGTON, D. C. 
SELL THE FIRST 


MILLION 
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Free-lance, Young Man, 
Is Free-lancer’s Tip 

To the Editor: I just happened 
to be browsing through some back 
issues of ADVERTISING AGE, 


This department is a reader’s forum. Letters are welcome. 


Pe a oe ee 


= 


De Sa 


|could work and study under them. | generation advertising will open 
I wasn’t even asking for a JOB,|its arms and give some of the 
despite the fact that I had ability | youngsters a chance. I’m 42 and 
and capabilities, since proven. ‘know there is no chance for me 

So, down through the years I’ve |with any agency—so I’ll continue 


‘resorted to free-lancing with all|™Y little business which is grow- 


Thanksgiving Day in the country, | its ups and downs, and have still | "8 with more clients and more 
and read the letter of Willard|to make my first million and be-|@8encies coming: to me for con- 
Leonard of Western Springs, Ill.|come one of the brainy white- | SUltation each year. It’s been a 
(Similar letters to this have ap- haired boys of “huckster” fame. | Strusele and still is—but I think 
peared in the past—merely to be| Yes, getting into an agency 1|!tS worth it. Suffice to say that 
read—and, forgotten.) ‘found was a closed field to me! |1 agree with all your letters and 
I can recollect some 23 years| Even as a free-lance I have found |@!! your painte—advertising IS a 
ago when I started —running up the pages of the trade publications | ©l0sed corporation’ 
against the same thing. I can also! closed to me so far as a publicity Davin E. ote “all 
recall contacting certain persons) piece or plug was nama cane ry New York. 
in advertising with whom I|I will continue to free-lance and | 
wanted to work—because I liked|as one of the “clan” of aspirants =xample for Industry, 
their style, their stuff—and to-|to breaking into advertising, all I Cone Speech Called 


day, I still think they are good. | can say to Bertha C. Olson and | To the Editor: It isn’t too tough 


Advertising Age, December 22, 1547 


,of one of America’s largest agen- 
|cies says what’s on his mind, 
‘however, that’s guts. 

| Fax Cone’s talk before the Chi- 


‘cago Federated Advertising Club | 


and the Central Council of the 
| Four A’s, as reported in the Dec. 
1 issue of your estimable publica- 
tion, sets a splendid example for 
the entire industry—or profession, 
as some prefer to call it. 

Advertising needs a lot more of 
same. 

WALTER WEIR, 
Walter Weir, Inc., New York. | 


| 
| 


Proposes World | 
‘Town Meeting’ 


To the Editor: This letter— 
which might offer a_ suggestion 
helpful to world peace and secur- 
ity—proposes a radio “town meet- 
ing” of the world. 

Whether or not the Marshall 
Plan can save the world, one thing 
seems certain: 


\the program—with perhaps, sum- 
| maries of each of these papers 
|interspersed throughout the 24. 
‘hour period. 

I believe a 24-hour world wide 
radio forum on the Marshall Plan 
would focus attention on this su- 
premely important matter such as 
no other possible instrumenta ity 
could. And I sincerely believe 
‘that without the understanding 
and support of all people, every- 
where, the Marshall Plan or, any 
other plan for world cooperation 
is doomed to failure. 

In writing this letter—which | 
am addressing to a number of 
people of influence—I am prompt- 
ed simply by a personal conviction 
that great good might come from 
such an action as it outlines. 

The details of operation, the 
mechanics of such an action, are 
not difficult to work out. The re- 
wards could be immeasurable. 

Murray MARTIN, 
New York. 


I offered to work for these persons 
for a pittance. In one case my 
board and room only—just so I 


| Willard L. Leonard et al is—do as for the head of a small agency to 
'I have—free-lance. Don’t give up | say what’s on his mind—he hasn’t 
ithe ship, and perhaps in the next too much to lose. When the head 
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No, my friend, these are not taken from the recipe files 


of the Stork Club or “Twenty-One” 


... They’re just a 


part of the tempting recipes that appeared in one issue 
of Capper’s Weekly .. . “The Feature News Weekly of 


the Rural 


Midwest.” 


You could drop in for dinner any evening in thousands 
of homes in the prosperous farm and rural town area of 
Iowa, Nebraska, Kansas, Missouri and Colorado and find 
delicious dishes such as these or more homely American 


dishes being prepared regularly 


from recipes taken 


from Capper’s Weekly. 


Capper’ 


s Weekly brings in each issue, to its subscrib- 


ers, not only Homemaking Helps and Recipes, but Fic- 


tion .. 


. News.. 


. Cartoons... Humor... Poetry... 


Feature Articles ... and many other eagerly awaited de- 
partments. 


Each issue demonstrates the effectiveness, the unique 
human interest appeal of editorial technique, which 
makes Capper’s Weekly outstanding. 


Add Capper's Weekly to your list and watch sales and 
inquires blossom into full bloom in this prosperous, able- 
to-buy Midwestern territory! 


TOPEKA ... 912 Kansas Avenue... KANSAS © 


shall Plan nor any other approach 
to world salvation can succeed 
unless it has the whole-hearted 
|support of most of the people of 
| the world. 

| To gain that support, any plan 
|must be understood by the people 
lof the world. 

That means it must be ex- 
plained to them, discussed with 
|them, in terms they can under- 
| Stand and in a manner which will 
be above suspicion. It means a 
face-to-face discussion, a “town 


meeting” of the world, where all | 
the people—elected and appointed 


authorities, leaders, financiers, 
manufacturers, 
managers, tradespeople, 
ics, farmers and 
hear at one time a full and frank 
discussion of the present world 
situation, the solution to these dif- 
\ficulties offered by the Marshall 
|Plan, the possibilities of its suc- 
thinking indicates it must be ad- 
'ministered, the part every indi- 


vidual must play in making it suc- | 


|ceed, and what 
each individual. 

The nearest approach to such a 
world forum is through the me- 
dium of radio. 

I propose, therefore, a 24-hour 
period in which every radio fa- 
cility in the world will be devoted 
to the Marshall Plan. Such 
project will, by its very boldness 
and simplicity, stir the imagina- 
tion of millions everywhere and 
focus their attention and thinking 
on this problem. 

Time on this all-world radio 

network should be allocated to the 
|United States, to the 16 nations 
of western Europe represented on 
the Committee on European Eco- 
nomic Cooperation, and to the 
Soviet Union, should the Russians 
|eare to participate. 
Each of these eighteen partici- 
'pating nations should be given 
one hour of radio time. . . Thirty 
minutes of each nation’s air time 
‘might be utilized by the leaders 
}and statesmen ... and the other 
|30 minutes devoted to an expres- 
|sion by the people of these na- 
tions. This latter half-hour should 
|be a series of pick-up interviews 
| with people in various occupations 
| and walks of life in various sec- 
tions of each country. It should 
| give them an opportunity to ex- 
press frankly, for all the world to 
|hear, their problems, their hopes, 
|their resolves—and their criti- 
| cisms. 

Following the one hour broad- 
_cast from each of 18 nations, each 
|of them should have an additional 
|15-minute period during which 
|some chosen spokesman could 
|summarize the feelings and the 
expressions of its people. 

The remaining one hour and a 
half of the 24-hour period could 
|be devoted to a formal reading of 
ithe Marshall Plan and of the eco- 
‘nomic program drawn up by the 
delegates to the CEEC — which, 


it will mean to 


ishould logically, of course, begin | 


neither the Mar-,| 


business men, | 
mechan- | 
laborers — can | 


cess, the rules by which present | 


| 


"= © 


Finds Page 1 ‘Natural’ 


To the Editor: When the Jack- 
son Daily News came out on Noy. 
24, we couldn’t resist cashing in 
on the “once in a blue moon” set- 
/up that appeared on the front 
| page. 

It was a complete layout, ready- 
-made for plugging automobile in- 
/surance, and with a little artwork 
and the transposition of one item 


JACKSON DAILY NEWS 
Meme pemee Sow pe pe 


‘it lent itself beautifully to the en- 
| closed quarter page which we ran 
|for our client, Reid-McGee, in the 
| Daily News the following Sunday. 

Thought you might be inter- 
| ested! 

ALBERT V. LOWE, 

Account Executive, Marks & 

Neese, Inc., Jackson, Miss. 

* v9 
‘Says ‘Corner’ Is 
Weekly High Spot 

To the Editor: I got a real kick 
out of the Creative Man’s pitch on 
‘the Mercury ad. Which reminds 
|me of something that’s burned me 
/up for a long time. That ‘“Noth- 
‘ing could be finer” plug for the 
| Lincoln Continental, illustrating 4 
‘car with a spare tire on the back 
‘a la 10 years ago. Nothing could 
| be finer? Phooey! 

The Corner copy is a high-sp0! 
on my weekly reading diet. Keep 
it up. 

RICHARD D. CRISP, 

Director of Market Resear‘ 

Tatham-Laird, Inc., Chicag 


vvyv 


es 
Editor Takes a Bow 

To the Editor: I am writin: | 
/say how much I enjoyed your | 
sue of Dec. 1. It was chock-'w! 
of interesting news items and ‘&a- 
tures. 
| I particularly enjoyed ul 
story of The New Yorker 
thought it was written in a "0° 
unusual style. 

Also, let me say that your prn' 
ing of Fairfax Cone’s talk wit!ou' 
leaving out a word was sal! 
editing. 

* ARNOLD R. DEUTSCH, 

Deutsch & Shea, Inc., New 

York. 
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Skywriting Sells 
Motor Cars for 
Rollin Stewart 


INDIANAPOLIS — When your re- 
porter was dropped by a Kaiser- 
Frazer company plane at the In- 
dianapolis airport, with instruc- 
tions to call Rollin Stewart of 
Stewart Motors, 3209 East Wash- 
ington St., for motor car transpor- 
tation to Richmond, Ind., some 60 
miles eastward, he thought it 
would be simple. 

Even after aerial detours to Do- 
wagiac and Kokomo, he figured he 
could reach Richmond with less 
personal depreciation than did 
Grant. 

But he reckoned not with Mr. 
Stewart. 

K-F dealer in Indianapolis and 
K-F distributor serving 31 dealers 
in 32 counties in central Indiana, 
Stewart Motors did a retail volume 
of about $1,700,000 in 1947—-spend- 
ing about 3% of sales, or $52,000, 
for such conventional advertising 
media as newspapers and radio. 


Will Expand Efforts 


In 1948 Stewart intends to re- 
tail some 1,200 cars for about $3,- 
000,000 and wholesale 3,000 for 
$6,000,000. His newspaper and 
radio efforts will be increased pro- 
portionately. 

But probably not itemized are 
the costs of operating, for promo- 
tion, a Bell helicopter; a Bell P-39 
(which placed third in the Cleve- 
land air races in September); an 
NA AT-6 (a Navy advanced 
trainer which Mr. Stewart employs 
to skywrite K-F in letters one- 
third of a mile high across the In- 
diana sky); a Stinson cabin plane 
(which carries a 500-watt public 
address system for broadcasting 
K-F merits from the skies), and a 
Navy N3N training plane, for tow- 
ing banners. 

The trainer, Mr. Stewart ex- 
plained, flies slowly so it won’t tear 
the banners. 


Most Prospects Buy 


Stewart Motors also has a five- 
passenger Beechcraft for flying 
prospects to the K-F plant at Wil- 
low Run, Mich., to see how the 
cars are built. 

“This year,” he added, “we’ve 


jsold 90% of the prospects we’ve 


flown there. In 1948 I’d like to fly 
1,000 of them.” 

For the present airplanes, all 
war surplus, Rollin Stewart paid 
about $40,000. His first plane was 
an Army “Jenny,” veteran of 
World War I, which he bought in 
1923 for $350. On Stewart Motors’ 
staff today—in sales, advertising 
and car-service jobs—are eight 
flyers, including Mr. Stewart’s sec- 
retary, Elizabeth Pettit, former 
Wasp, and “the only girl skywriter 
in the country.” 

Your reporter had special rea- 
Sons for being interested in Miss 
He was going to Richmond, 
Ind., to see a son who attends a 


college there. The son’s name is 
Mike. 


Suggests Plane Trip 


After the reporter had talked 
airplanes for several hours with 
Mr. Stewart and his aviator-in- 
chief, Stewart Gandolf (and Mr. 
Stewart had pressed a button in an 
anteroom adjoining his office and 
button had produced a bar) the 
reporter suggested maybe he’d bet- 
‘er wire or phone the boy that he 
Was coming, and then be driving 
along to Richmond. 

But Mr. Stewart wouldn’t think 
of anything so terrestrial. Miss 
‘it (slim and efficient-looking, 
'n Llue jeans) would fly AA there 
‘N that fast and maneuverable (but 
pr ably not very comfortable) 
NA AT-6. 

And when we were over Rich- 
Nond she would simply write 


across the sky, “MIKE, HERE’S 
POP.” 
And then maybe, if there was 
enough smoke left, “COURTESY 
K-F.” 


Clouds Spoil Stunt 


There were certain difficulties 
involved in squeezing AA into the 
rear cockpit of the dual-control 
plane. Your reporter had to peel 
off his overcoat and maybe a layer 
or two more before the parachute 
straps would meet in all directions. 
Two of them never did. 

The skywriting didn’t material- 
ize, however, because the day 
turned cloudy. 

Rollin Stewart uses the heli- 
copter for cold canvass on farm 
prospects. It has even been landed 
on the top of a Frazer car. 

The airborne sound equipment 
in the Stinson cabin plane is now 
broadcasting “God Rest Ye, Merry 
Gentlemen” and other Christmas 
carols from 2,000 feet over an area 
of two square miles. 

Courtesy of Stewart Motors. 


| booklet, entitled 


Prepares Booklet 
on Good Citizenship 


The American Heritage Founda- 
tion, sponsor of the Freedom 
Train, has prepared a 72-page 
“Good Citizen,” 
which presents a nine-point pro- 
gram to “make freedom every- 
body’s job.” The booklet is part 
of the foundation’s good citizen- 
ship program. 

Copies are available through 


the American Heritage Founda- | 


tion, 17 E. 45th St., New York 17, 
at 12 cents per booklet for pur- 
chases over 5,000, or 25 cents a 
copy. Proceeds will go to for- 
ward the foundation’s tour of the 
Freedom Train and its “Year of 
Rededication” program. 


Buys Outdoor Agency 
Robinson Outdoor Advertising 
Company, Leavenworth, Kan., has 
purchased the outdoor plant of 
the Sears Outdoor Advertising 
Company, Ottawa, Kan., operated 
by Joseph Heimburger. The Sears 
company operates in southeastern 
Kansas in some 40 cities and 


towns. 
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am ; headquarters in Green Bay, Wis. 
LeVally N es Bridge |e succeeds Dale Remington, who 


James W. Bridge, formerly with | has resigned because of ill health. 
Dancer - Fitzgerald - Sample, has 
|been appointed service manager | . . 
of LeVally, Inc., Chicago. ‘Appoints Lloyd Weir 

Lloyd Weir, advertising man- 
‘ager of the Interstate Telephone 
/Company, Spokane, Wash., has 
been appointed by the Atomic En- 
ergy Commission .as public rela- 
tions officer at the Hanford Engi- 
neering Works, Richland, Wash. 


Guild 
1 SINCE 1899 | 1899 


Names Christensen 


| E. V. Christensen, personnel en- 
|gineer, has been appointed adver- 
|tising manager of the Wisconsin 
|Public Service Corporation, with 
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The “Detroit” Retail Trading 
Area consists of 6 counties—Liv- 
ingston; Macomb; Washtenaw; 
Monroe; Oakland and Wayne— 
plus a strip 5 miles wide and 18 
miles long in Essex. County, 
Ontario, Canada—as defined by 
Audit Bureau of Circulations. 


... of the 418,058 total Detroit Times daily circulation 
. . . 372,786... (89.2%) ... is concentrated 
in the vital Detroit Retail Trading Area. 


... of the 372,786 families in the 
Detroit Retail Trading Area who read 
The Detroit Times every day... 275,559 
... (73.9%) ... have The Detroit Times 
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Sales Frontier 
Lies to South, 
Browne Finds 


Cuicaco—“The frontier of 
American business lies to the 
south,” Burton Browne, head of 
Burton Browne’ Advertising here, 
declared upon his return from a 
recent South American trip. 

Like Horatio Alger, Mr. Browne 
sees bright prospects for the young 
man who goes south, but un- 
like Horatio (who is buried in 
Brooklyn) Mr. Browne is in the 
process of taking his own advice, 
and expanding his export agency 
work in a southerly direction. 

His latest agency hook-up, 
which he completed in the course 
of the trip, is with Publicidad 
Laif, Caracas, Venezuela agency. 

In the belief that local agency 
people can do a much better job in 
the South American countries, Mr. 
Browne has had agreements with 
Publicidad Interamericana, S.A., 
Mexico City, and Publicidad 


. 


In Cincinnati it’s the pro- 
gressive buying half that 
reads the Post, Why not 
get the facts on this 


profitable market now? 


incinnati 
Post 


CINCINNATI 2, OHIO 


— 


| Alvarez Perez for some time. 

| The new Caracas affiliate is but 
the first step in the export expan- 
‘sion plan of Burton Browne 
Advertising. Before the end of 
|next year, Mr. Browne expects to 
|have similar agreements’ with 
| P ° ° ° 
|agencies in Rio de Janeiro and 
| Buenos Aires, and within five 
| years, “depending on international 
developments,” in South Africa, 
Asia and Europe. 


Plenty of ‘Hard’ Money 


Behind the Caracas move, of 
course, is the plentiful supply of 
American dollars in Venezuela, 
and a stable political situation. At 


American countries are consider- 
ing or have already instituted ex- 
change restrictions, the influx of 
dollars from American oil com- 
| panies insures that Venezuela will 
‘have an ample supply of “hard” 
currency. 

In addition, Mr. Browne cites 
the influx of immigrants to Vene- 


tial. Last year some:18,000 tech- 
nicians and farmers, with their 
families, moved to the republic, 
and this year the total is expected 
to reach 28,000 families. 


CBS Offers Radio 
Scripts to Movies 


| Columbia Broadcasting 
'tem’s 20-year-old collection of 
‘dramatic scripts will be made 


available to the motion picture in- 

|dustry, the network reports, add- 
ing that several stories already 
have been submitted to major 
|producers and leading independ- 
| ents. 


A “suspense” story, Lucille) 


Fletcher’s “Sorry, Wrong Num- 
| ber,” will be filmed by Hal Wallis 
| Productions. 


. 
Appoint Krohn Agency 
North Carolina Equipment Com- 
jpany, Raleigh, together with its 
|associated companies, Hampton 
Roads Tractor & Equipment Com- 
pany, Southern Equipment Sales 
Company, and Florida-Georgia 
'Tractor Company, have named 
Allen Krohn Company, Greens- 
boro, N. C., to handle their adver- 
|tising. Newspapers, radio spots, 
| business papers and outdoor post- 
'ers will be used in the South. 


WMRN Appoints Keller 

Robert S. Keller, Inc., New 
York, has been named national 
|sales promotion representative of 
| WMRN, Marion, O., an ABC af- 
| filiate. 
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lhe Creative ans Corner 


This Corner has been officially notified—and in no un- 
certain terms —that this is the season of “peace on earth, 
good will toward men,” and, unless he wishes to join The 
Hobo News in an executive capacity, he’d damned well bet- 
ter give with the sweetness and light. 

For at least this issue, anyway. 

So, with an eye toward doing right by the subscribers 
to this so-called publication—not to mention those who buy 
space in its pages—he has dipped his typewriter ribbon in 
a special mixture of treacle and Chanel No. 5 and written 
the following letter to Santa Claus. 

“Dear Mr. C.: Your correspondent has heard for years 
that you are the patron and, indeed, favorite saint of chil- 
dren and, having no reason to doubt this report, addresses 
this letter to you on behalf of some of the most childish 
people he knows. 

“Please, Mr. C., be especially generous with the advertis- 
ing fraternity this Christmas. Shower them with gifts of 
common sense, discernment and good taste. Fill their stock- 
ings—and, while you are about it, their heads—with love, 
instead of loathing, for their fellow-creatures: the poor un- 
fortunates who must daily be confronted with the product 
of their all too fertile (and I do mean fertile) minds. 

“Give them the gift of curiosity—so that they will look 
beyond their own noses when deciding on what appeals to 
whom; so that they will learn that an I. Q. of 14 years does 
not mean the mentality of a child of fourteen but, rather, 
the highest mental development that psychology recognizes, 
this side of genius. 

“Give them the gift of originality, so that they will cease 
aping the more successful of their competitors and will give 
forth with copy based on the special merits of the product 
they happen to be writing about and not on second-hand 
appeals to which they resort simply because they feel those 
appeals have ‘worked’ for others. 

“Give them the gift of simplicity, so that they will avoid 
the jargon with which all too much advertising is garbled 
and, instead, stick to the kind of language that real folks 
use with each other in their day to day—and, of course, 
polite—conversation. 

“Give them, too, the gift of humility, so that they will 
never at any time consider themselves more fortunate, more 
intelligent or more astute than the people to whom they are 
writing; so that they will consider themselves servants 
rather than masters of the buying public, interpreters to 
that public of products and services offered for its consid- 
ered use and ultimate benefit. 

“And, if they don’t appreciate these gifts and put them 
to good use, Mr. C., come next Christmas, give them a good, 
swift kick in the pants, because they sure will deserve it. 


Yours sincerely, 


THE CREATIVE MAN” 


By the way, anybody know the address of The Hobo News? 
Better send the publisher a Christmas card, anyway. 
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VENDO—The gadget that changes 
quarters and dimes into nickels with a 
pull of the lever averaged 1,000 im. 
pressions per machine daily, in metro- 
politan Chicago tests of its effective- 
ness as an advertising medium. Copy 
appears on the face of the device, un- 
der plexiglass. 


60,000 Impressions 
Daily Claimed for 
Coin Changers 


Cuicaeéo — Christian Buehler & 
Co., distributor of Vendo coin 
changing machines, 
traffic figures on its 60 units which 
have been tested for their effec- 
tiveness as an advertising medium. 

The 60 machines are located in 
the Loop and within a half mile 
radius of it, and are divided 


Two Canadian 


Regionals Join 
National Co-ops 


CuiIcaco — Two more Canadian 
regional cooperative organizations 
have joined National Cooperatives, 
Inc., bringing to 24 the total U. S. 
and Canadian regional members 
of the national co-op buying or- 
ganization. 


The newcomers are the Coop-| 


erative Federee of Quebec, and 
Maritime Cooperative Service, 
Moncton, N. B. More than 5,000 
local cooperative associations are 
served by the 24 regionals. The 
Quebec co-op does a volume of 
|}about $39,150,000. 

William Torma of Central States 


Cooperative, Chicago, has been 
elected a member of National Co- 
|operatives’ board, succeeding 


|Laurie Lehtin, recently appointed 
| manager of NC. 

a 

‘Names Victor Agency 


United Steel Products Corpora- 
tion, manufacturer of Lustra Lume 


aluminum venetian blind = slats, 
has appointed Louis Victor 
Agency, Hollywood, to direct its 
advertising and publicity. Full- 
page trade publication ads, de- 
partment store niail stuffers, 
| brochures and motion picture star 


tie-ups will be used. 


‘Names Bennett and Ryan 


Alice Bennett, formerly an editor 

of the Chicago Daily News, and 
| Frances Ryan, former newspaper 
and Department of Agriculture 
food writer, have joined the news 
bureau of the Wheat Flour Insti- 
tute, Chicago. 


Offers Photo Strip to 
Newspaper Advertisers 


Marianne Tuteur, formerly pic- 
ture editor of Parade, New York, 
and Cecelia Weinreich, formerly 
assistant syndicate and promotion 
manager of PM, have formed a 
service to supply newspaper ad- 
vertisers with photo strips, called 
| “Busy Lee.” 
| Busy Lee is the name of the 
principal character in the strip, 
|which centers around a _ typical 
|family. Advertisers may buy the 
strip for weekly appearances in 
the newspapers of their choice, 


rotating the running story around | 


their products. 


Gets Dextor Account 

Dextor & Co., New York, retail 
leather goods, has appointed Jas- 
|per, Lynch & Fishel, New York, 
to handle its advertising. 


evenly between public, office and 
industrial locations. Some 60,000 
persons see and use the machines 
|/in any 24-hour period, the com- 
| pany reports. 

| A total of 300 machines already 
/has been placed within a 50-mile 
'radius of Chicago, in public build- 
|ings, drug stores, service stations, 
amusement centers, and _ airline 
‘and railroad terminals. 

| The coin changing device con- 
verts dimes and quarters into 
nickels with a pull of a lever. No 
|charge is made for the service, 
and costs of installation and main- 
| tenance are absorbed by operators 
|of the devices. 

| The Vendo Company, 7400 East 
| 


| 
| 
| 
| 
| 


12th St., Kansas City, Mo., manu- 
'factures the devices. 


| Names Gardner Agency 


Travel Expositions, Inc., Chi- 
cago and New York, producer of 
the International Travel and Vaca- 
tion Show to be held in Grand 
|Central Palace, New York, May 
3-8, has named Fred Gardner 
Company to handle the advertis- 
ing for a dealer and consumer 
campaign in trade publications 
and newspapers. 


| inte daaiimaaietiait 
NRDGA Issues Calendar 

The ready-to-wear group of the 
National Retail Dry Goods As- 
sociation, New York, has published 
a “Merchandising Calendar” for 
the use of merchandisers and buy- 
ers of ready-to-wear departments, 
covering the period of January 
through July, 1948. 
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Retail Jewelry Store in U.S.—1007 Coverage 
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NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A, listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation —a greater number 


than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


CHARTER [dg] MEMBER 
CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOSANGELES ff 


Because jewelry stores 


cialize in small, po! 
‘‘quality’’ articles exqu 
designed for persora 
home use — durable 4! 
representing not only 


ultimate in artistic desis? 
but also the maximu! 
gracious living, manu! 
ers and importers of 2 
articles should give he 
the prestige-advantagé 
tributing thru jewelry 
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White-Collar Men 
Say They Are Still 
Quite Prosperous 


New York — While economists, | 
statisticians and similar gentry 
have repeatedly discussed the 
“plight of the white-collar 
worker,” the  semi-professional 
group feels itself to be more pros- 
perous today than owners and 
managers, skilled workers and un- 
skilled workers. 

The Psychological Barometer, a 
poll inaugurated by Dr. Henry C. 
Link of the Psychological Corpo- 
ration in 1932, shows that 70% of 
city people in the U. S. say that 
their families ave as prosperous 
or more prosperous today than 
they were two years ago, just one 
percentage point lower than the 
figure of last April. 

Some 380 investigators asked 
the question in 2,500 personal in- 
terviews, and while the number 
of persons who think they are as 
well or better off than two years 
before has declined since 1941, 
there has been very little change 
during the months that talk of 
inflation and high prices has been 
most pronounced. 


Union Workers ‘Off’ | 


Union members, strangely! 
enough, seem less prosperous than | 
non-union people. Sixty-seven | 
per cent of the members feel as) 
well off or more so than two years 
ago, while 71% of non-union mem- 
bers answered in like manner. 

In another poll, Dr. 
ports that 65% of the city people 
in the United States are against 
a return to food rationing, while | 
only 30% want a return to the) 
wartime red and blue-point days. | 
Unusual feature of the survey was | 
the low percentage of respond- | 
ents (5%) who did not have a| 
definite opinion. 

While the owner and manager | 
group is more opposed to ration- 
ing (71%) than the white-collar | 
(64%), skilled worker (63%) and 
unskilled (65%) groups, the total | 
variation in opinion between these 
groups is not pronounced. 

Women and union workers, Dr. | 
Link reports, are more in favor | 
of a return to rationing than men | 
and non-union members. 


Oakite Credits 20-Year | 
Sales Rise to Dailies 


| One of the most important fac- 
jtors in the continual sales rise of 


Oakite Products, Inc., New York, 
is high-frequency, year-round ad- 
vertising in daily newspapers, says 
Frank A. Conolly, merchandising | 
manager of Oakite, in an adver- | 
Using facts folder published by | 
the Bureau of Advertising, ANPA, | 
New York. 

_ This year, 120 and 240-line Oak- 
lle ads are appearing in 168 news- | 
papers, running two and three 


7 folder 


umes weekly, and this appropria- | 
ton accounts for some 90% of | 
| Oakite’s advertising budget, the | 
declares. “Newspapers,” 
the folder quotes Mr. Conolly, 
“have been almost partners in this | 
business for the past 20 years.” | 


McBee Shifts Officers 


~P. M. Zenner, vice-president, | 
has been elected chairman of the 
Doard and of the general execu- 
lve committee of McBee Com- 
Pany, Athens, O. D. R. Zenner, 
Vice-president in charge of pro- 
‘ution, has been named presi- 
Gent, succeeding A. B. Roe, re- 
ured. H. B. McBee, H. A. Baker 
an’ Roger Connor have been ap- 

ted vice-presidents. Mr. Con- 

was also reelected secretary. 

’. Davis, general sales man- 
1g has been named vice-presi- 
‘ent in charge of sales. 


Ceder Agency Moves 
, Ceder Advertising Company 
“aS moved to 316 Oppenheim 


‘ling, 6th and Minnesota Sts., | 
is the agency’s | 
move to larger quarters | 


St. Paul. 
second 
is year. 


This 


Link re-| 
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Appoints Lloyd Myers 
Lloyd B. Myers, formerly a vice- 
president in the San Francisco of- 
fice of Kudner Agency, has been 
appointed vice-president and di- 
rector of Holst & Cummings, 
Honolulu. He will also have 
charge of the newly established 


San Francisco office at 215 Market | 
St. Mr. Myers will spend several | 


months of each year in the Hono- 
lulu office. 


Jack Coffey Forms 
Visual Training Firm 
Jack C. Coffey, formerly direc- 


tor of advertising and promotion 
of Encyclopaedia Britannica Films, 


has formed Jack C. Coffey Com- | 
pany, effective Jan. 1, as national; merly in the advertising depart- | 
distributor of visual training aids|ment of Columbia Brewing Com-_ 
for business purposes, with head-| pany, St. Louis, has joined Roy A. | 
quarters at 20 N. Wacker Dr.,/Shannon Advertising Company, | 


Chicago. He will serve as exclu- 
sive distributor in the U. S. and 


Canada for the Jam Handy Or-|assist in the servicing of present | 


ganization’s packaged sales train- 


ing sound motion pictures and 
sound-slide films. 

At one time Mr. Coffey was an 
account executive of Jam Handy 
Organization. 


Joins Automatic Steel 


H. O. Holland has resigned as 
vice-president of the Kellogg di- 


|come director of sales for Auto- 
matic Steel Products, Inc., Canton, 
O. Selby F. Greer, general sales 
|manager of the Kellogg division, 
'has been named to succeed Mr. 
| Holland. 


‘McCourtney to Shannon 
J. Spencer McCourtney Jr., for- 


St. Louis. He will be responsible 
|for new business contacts and will 


accounts. 


vision of American Brake Shoe | 
Company, Rochester, N. Y., to be- 
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|pany published the series during 


Offers Famous Paintings | . 
ithe war in national magazines. 


Magnavox Company, Fort 
Wayne, Ind., has prepared a col- | 
lection of paintings of famous Names Lavorgna 
|/musicians in a dealer portfolio to Michael L. Lavorgna has been 
be distributed under the dealer’s | named sales manager of the heat- 


imprint. Each of the 10 prints is| ing division of Richmond Radiator 
accompanied by a monograph Company, with headquarters in 
covering its subject. The com- | New York. 


| 
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185 N. WABASH AVE. 
410 N. MICHIGAN: AVE. 


111 E. DELAWARE ST 
Phone WHltehall 5355 
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Money grows on trees! 


On clean garden plots, sow choice imported seeds 
of Norway spruce, red and Scotch pines... cover with 
a half-inch of fresh deep dug sand. After two years, 


transplant the tiny seedling... and again after four. In 
eleven more years, you have marketable Christmas trees! 

Menno Gerber, of Wayne County, O., began to grow 
evergreens in 1914, became expert by trial and error... 
fights weeds, fire, blight, drought and pilferage... waits 15 
years for a crop to mature! But now has 10,000 trees for 
market every season, averaged $1.25 each last year .. . grosses 
a comfortable income from only 70 of his 185 acres! 

The successful farmer today, like any other business man, 
develops specialties, diversified with off-season sellers. As 
an instance, read ‘‘Let Christmas Trees Pay Your Holiday 
Bills”... page 40, December SuccEssFUL FARMING. 

Let ’Em Eat Hay...is the grain saving recipe of Jess 
Boatman, who feeds steers for market (at 1,100 lbs., 
averages 425 lbs. of beef...) with grass, hay, 200 lbs. of 
mineral supplements and only 20 bu. of corn-and-cob meal! 
...“Gets More Beef from Less Corn’, page 26. 


Outfoxing Foxtail.. .With fog machines, planes, converted 
potato sprayers...a group of Nebraska farmers covered 50,000 


i 
i cat | | 

acres of corn with 2,4-D... killed off weed pests at record low "™ 

costs!...See “Cheapest Way to Kill Weeds’, page 24. 


Most missed market... National magazines and 
networks spread lightly over the nation’s best farm market in 
Merthe 15 Heart States. . 


FARMING with more than 1,200,000 circulation, concentrated 


. penetrated deeply only by SuccEssFuL 


among the best farm families, with the best soil, best brains, 


best methods... average 1946 gross, $7,860 
(excluding government payments) .. . $3,252 
above the U.S. average! 
With check books bulging, savings of six peak 
years... SF readers are the best class market in 
the U.S. No advertising schedule is adequate. .. 
without this market and medium! Full facts, 
any office... SuccessFuL FarMiNnG, Des 
Moines, New York, Chicago, San Francisco, 
Cleveland, Detroit, Atlanta, Los Angeles. 
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Never Underestimate the Power of a Woman! 
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PHOTOGRAPHIC REVIEW § 


Another problem solved by Pullergujit 


Si Gantrres | 


¥ 


, increased ef¢ieleasy 
tes is presented to you at 1 
Christmas time, there is a good probability they were at /3 the Bregh Gest 


rolled on a machine produced by the American Machine and Foundry Company. 
One feature of this machine is the efficiency with which a rotary brush continu- 
ously sweeps the canvas belt that feeds shredded tobacco to the paper. 
Formerly, this brush had a short life span necessitating frequeat replacement. In~ 
1938, the American Machine people talked to the Fuller Brush engineers . . . They 
recommended attaching Fullergript brush strips longitudinally to a rotating shaft. 


The canvas belt is now swept thoroughly yet brush life is tripled 

Just as the manufacture of your cigarette has been improved, it is quite possifle 
that your own production can be made more efficient with Fullergript brushes . . . 
Write for our new booklet, “Fullergript Power Brushes.” 


LEADERS LINE UP—Competitive cigaret brands get together on an even foot- 
ing in this color page in the December Fortune, featuring a rotary brush made 
by the Fullergript division of Fuller Brush Co., Hartford, and used in American 
Machine & Foundry Co.'s cigaret rolling machine. John B. Fairbairn, Advertising, 
Hartford, is the Fuller Brush agency. 


JATTEND AWARD DINNER—Among guests at the dinner for Merck & Co., 

Rahway, N. J., winner of the Eighth Biennial Award for chemical engineering 

jechievement were, left to right: James H. McGraw Jr., president, McGraw-Hill 

}Publishing Co.; Sidney D. Kirkpatrick, editor of Chemical Engineering, which 

}sponsors the award, and toastmaster at the dinner; George W. Merck, president 

of Merck & Co., and M. A. "Maje™ Williamson, publisher of Chemical Engi- 
neering. 


STA_EY SIGNS—Station KFRM, 5,000-watt daytime rural associate of KMBC, 


Kans City, Mo., which went on the air this month, gets the signature of 
Sta Milling Co., North Kansas City, as one of its first sponsors. Left to right 
sre ‘Maurice Johnson, vice-president in charge of sales of Staley Milling Co.; 
‘horas W. Staley, general manager; Phil Evans, director, KMBC service farms, 


8"¢ \seated, right) Arthur B. Church, president and founder of KMBC and 
KFRM. 
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OF THE | 


AT KGO SEND-OFF—California's Gov. Earl Warren, William Gargan, radio 

and movie star, Don Searle, ABC vice-president in charge of the western divi- 

sion, and Gayle Grubb, manager of KGO, San Francisco, appreciate a remark 

made by Edward J. Noble (left), ABC board chairman, at ceremonies inau- 
gurating KGO's new 50,000 watt transmitter. 


, > aa 

, 3 \- a 
CHRISTMAS FOR VETS—Among several hundred guests at a Christmas party 
given by the Advertising Women of New York for war veterans at the Kings- 
bridge (Bronx) Hospital were (left to right): Sylvia Porter, financial editor, and 
Ed. Kennelly, national advertising director, New York Post; H. B. Fairchild, 
assistant general manager, New York Sun; Mrs. Eugene Thomas; Eugene Thomas, 
Station WOR, president of the Advertising Club of New York; Mary McClung, 


New York Post, president of the Advertising Women, and G. Sumner Collins, 
promotion director, New York Journal-American. 


DON'T OPEN UNTIL 2004—N. Y. Su- 
preme Court Justice Charlies E. Murphy 
(left) and Eugene S. Thomas, president 
of the Advertising Club of New York, 
are shown laying cornerstone for the 
club's new annex at 103 E. 35th St., 
New York. Sealed with the cornerstone 
are two flasks containing microfilmed 
documents of the club, prophecies of 
business leaders and daily newspapers, 
-which are to be opened in 2004. 


GENERAL ELECTRIC ANNOUNCES 179 
NEW WORLD CENTER FOR PROGRESS THROUGH ELECTRONICS 
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AIR VIEW OF G-E—General Electric Company chose this method of displaying its new plant at Electronics Park, Syra- 

cuse. The first institutional advertising for the company in some time, this copy appeared in the New York Times Magazine 

and Saturday Evening Post and is scheduled to appear in Life at a later date. The promotion, through Maxon, Inc., re- 
affirmed G-E's faith in the future of electronics, and may be extended. 
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'THE GREATEST GIFT'—American Oil Co., Baltimore, dispens2s with Santa and holly in favor of an expression of hope for 

world peace in its Christmas poster. More than 5,000 24-sheets are appearing from Maine to Florida, and the same design is 

being used in Amoco’s Railway Express truck posters, on curb signs at filling stations and in publication advertising. Joseph 
Katz Co., Baltimore and New York, is Amoco's agency. 
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Three Name WF&D 'Politz Study Shows 
Peter Reeves, Inc., New York, 


grocery store chain, Matlux cor- Blimp Advertising 


poration, Long Island City, manu- | 

facturer of fluorescent lighting | 

fixtures, and Robinson Lloyds Ltd., | Well Remembered 
New York, U. S. agent for Dry| New York—Douglas Leigh Sky 
Imperator New York state cham-| Advertising Corporation recently 
pagne, have appointed Wiley,| announced that in a Philadelphia 
Frazee & Davenport, New York, /|test by Alfred Politz Research 
to handle their advertising. The 64.8% of the polled persons re- 
agency recently moved its office | lled , the Ford bli . 
fom 41 6. tn Mh. 00 8 W. OL eee ee 
St., New York. an “unaided” test and named Ford 


|and Mercury as the products ad- 


; | vertised. 
Appoints Frost Agency mt The Ford blimp had flown a 
Harry M. Frost Company, Bos- 


ton, has been retained to handle | little eesrte than 100 hours _—— 
the advertising of Frost-Cooked | Philadelphia when the survey in- 
Foods, Inc., Boston, manufacturer | terviews began. Similarly, a pilot 
of Hot-Frost frozen specialties. | study by Politz in Albany showed 
| that 76.5% of respondents had seen 
‘the ship and identified it as be- 


Pree See sate. ‘longing to Tide Water Associated 
with _LIFE-like > |Oil Company, without the use of 
, photos. e 
by biggest advertisers, | photographs or other aids. 
where 100 "new "subsecta The Leigh company quotes 
on . Mat ossy H ; “ = 
Print lan st Tow cost, Politz as saying that “No adver 
te ‘or new isi j 
hg tising medium survey I have ever 
tions. EYE*CATCHERS, conducted has even approached 
10 E. 38 St., N. Y. C. 16 * ‘ 
this high percentage of remem- 
x 


brance.”” Using “aided recall” sur- 
veys, 81.4% in Philadelphia re-_| 
membered Ford, and 87.5% in Al- | 
bany correctly identified the Tydol | 
ship. 


VCMA Elects Nuffer 


Joseph H. Nuffer, head of Air- 
Way Electric Appliance Corpora- | 
tion, Toledo, has been elected 
president of the Vacuum Cleaner 
Manufacturers’ Association. 
George H. Scott, president of | 
Scott & Fetzer, Cleveland, was} 
appointed vice-president, and) 
C. G. Frantz, president of Apex | 


| Electrical Mfg. Company, was re- | 


elected secretary-treasurer. 


Heads N. J. Adclub 


John C. Williams, president of 
L. Bamberger & Co., Newark de- 
partment store, has been elected 
president of the Advertising Club 
of New Jersey. Other officers 
elected are: Frederick H. Groel, 
president of Prudential Insurance 
Company of America, Ist vice- 
president, and Arthur DeB. Robins, 
executive vice-president and 
treasurer. 
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whether you're felling or 
selling, better lithography 


multiplies the effectiveness 


of your idea... snowballs your 


sales message to build bigger 


business. Call in a Haynes 


“Rep”. ee 


SAU wrk wile you W 
i you bell liheaguaeny : 


BALTIMORE: 30 WEST 25TH STREET e 


Phone: 


BELMONT 0861 


WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. ¢ Phone: SLIGO 8000 


NEW YORK: SUITE 
PHILADELPHIA: THE 
CLEVELAND: 1836 EUCLID AVENUE, 


AMES 


IN SILVER SPRING, 
000000000 0 0 0 O OFOR CLARITY, 


INQUIRER BUILDING e 


MARYLAND, 


303-4, 424 MADISON AVENUE 


CLEVELAND, OHIO e 


e Phone: PLAZA 8-2740 
RITTENHOUSE 6-5988 
SUPERIOR 4029 


Yin por ZA 
LITHOGRAPH 7 


ADJACENT TO THE NATION'S CAPITAL 


COLOR AND CONSISTENT QUALITY 
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Mrs. Louise Bachman, ad director of B. F. Dewees, Philadelphia 
specialty shop, is the new regional director of the Fashion Group. 
Lewis Allen Weiss, Mutual exec and gen’l mgr. of the Don Lee 
net, no sooner returned from his Mexico holiday than he was 
stricken with a serious case of pneumonia. Recovering satisfac- 
torily. .. 

Heading the Denver Olympic games committee is Lloyd E, 
Yoder, gen’] mgr. of Station KOA. .. The Society of American 
Magicians, Assembly No. 3 (Chicago) has elected Holman Faust, 
v.p. and radio dir. of Mitchell-Faust, to membership. Agency man 
Faust sometimes uses magic to illustrate sales talks. . . 

Robert T. Mason, owner-operator of WMRN, Marion, O., has 
been named lecturer in radio station management at Ohio State 
University. .. 

Allyn Marsh, assistant sales manager of the Columbia Broad- 
casting System, is back at his desk after a back operation resulting 
from a fall from a horse a few years ago... Mary Dann, a member 
of the House Beautiful staff, will marry Captain Burton Moore 
Kirby, of the U. S. air force, next April... 


a 


IT HAPPENED—Ted Robinson, general manager of the Borden Co., Dallas, 

reacts to the beverage produced by another type of Elsie. This one was at the 

annual Man's Night show at the Neiman-Marcus store and, when handled 
properly, gave bourbon. 


Judges in the national duck calling contest, held in Stuttgart, 
Ark., Dec. 13, included Jimmy Robinson, editor of Sports Afield, 
Minneapolis, and C. T. Engdall, of Outdoorsman, Chicago. 
Governor Beauford Jester of Texas apparently reads the Calvert 
ads. He has announced he will name “Texans of Achievement” 
regularly. The first scroll went to Robert R. Young, C&O Railroad 
head. . . 

Emil Brisacher, the San Francisco agency man (Brisacher, Van 
Norden), and Mrs. B. have been spending a vacation at Arrow- 
head Hot Springs, near San Bernardino, Cal... Joseph F. Chad- 
wick, who has retired after 33 years as display mgr. of the Famous- 
Barr department store in St. Louis, began his window display 
work at the age of 12, when (hidden from spectators) he worked 
as a human dynamo, rocking a boat by pulling strings in the win- 
dow of the old Crawford store in St. Louis... 

Harrison Davis, partner in Fielder, Sorensen & Davis, San 
Francisco transit advertising company, and Mrs. Davis, are spend- 
ing the holidays in Hawaii. .. John W. Shaw, head of John W. 
Shaw Advertising, Chicago, reports that the agency’s employe 
suggestion plan is responsible for a year-round Merry Christmas 
for 10 needy Chicago boys. The amount usually spent for clients’ 
gifts is going to charity in the clients’ names... 

E. M. (Ted) Dealey, publisher of the Dallas News, became a 
grandfather for the second time Dec. 1, when his son, Joe M. 
Dealey, business ed. of the paper, became the father of a boy... 

NAB President Justin Miller has received a letter of apprecia- 
tion from the U. S. Coast Guard for the cooperation and coverage 
by radio of the recent rescue of survivors of the flying boat, Sky 
Queen, by the Cutter Bibb. . . Enid Day, radio director of the 
Davison-Paxon Company, Atlanta, who conducts a daily radio 
program from the store, is the author of a new book called “Radio 
Broadcasting for Retailers,’ published by Fairchild Publishing 
Company, New York ($3.50)... 

New chairman of the advertising division for the forthcoming 
1948 March of Dimes campaign of the National Foundation {or 
Infantile Paralysis is Abbott Kimball, president of the agency 
bearing his name. . . Florence Warner of the Biow Company, 
New York, is recuperating in Des Moines from a major opera- 
tion. . . G-E President Charles E. Wilson has been elected a (i- 
rector of the Westchester Conservatory of Music. . . 

The New York Professional Chapter of Sigma Delta Chi 1re- 
cently initiated Frederic A. Birmingham, managing editor »! 
Esquire; Stanley A. Knisely, executive vice-president, Associatcd 
Business Papers, and John McPherrin, editor of American Drugg'"' 
New officers elected for 1947-48 were: President, Bernard H. Kil- 
gore, publisher of the Wall Street Journal; vice-presidents, Oliver 
S. Gramling, assistant general manager of AP, and Eric Brandeis. 
author of “Looking at Life’; secretary, John A. Crone of Young & 
Rubicam, and treasurer, Earl Ewan, public relations departme"' 
of U. S. Steel... 

Paul Godell, v.p. and gen’l mgr. of Arvey Corporation, Chic: 
was given a dinner by associates and employes. to celebrate 
25th year with the display company. .. Lester L. Wolff, heac 
the New York agency of that name, has been appointed a m 
in the Civil Air Patrol... 

Newly elected president of the Adventurers Club in New Yo'* 
is Harry Bruno, head of the public relations outfit bearing 55 
name... J. Birch Pollock of Batten, Barton, Durstine & Osbor? 
has purchased a new home in Mamaroneck, N. Y.. . 
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General Foods 
Reports Favorably 
on Video's Values 


(Continued from Page 1) 
cam at a cost of “less 
$10,000.” 

Howard Chapin, chairman of 
the GF television committee, said 
that the study has convinced the 


than 


fication for seven programs 
checked by the coincidental meth- 


| of the Arkansas Gazette here, and 
one time member of the advertis- 
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man, vice-president, in charge of 


Appoints Simpson the sales department. Gerald R. 


B. Napier Simpson has been ap- 


od was 68%. Of these, 36% re-|ing staff of the Memphis Press- 
called salient points of the sales Scimitar, died here Dec. 12. 
message, and 41% could name) 
products seen during the com- | I, J. FOX 


mercial. Commercials listed by | 
lookers-in as particularly enjoy-| 
able included those of Botany, 
Kraft, Sanka and Borden. 


High Audience per Set 


Not only attempting to find out 
the audience reaction on televi- 
sion now but its preferences for 
tomorrow, the researchers asked 


set owners what kind of programs 
established itself as a commercial | they would like to see. Listed in 
medium.” order of preference were good new 
“In view of this fact, the com-/|™ovies, good radio shows, Broad- 
pany is leaving to divisional ad-|Way shows, more and new types 
vertising managers the decision on | of sports, stars of movies and 
whether or not they will use tele- | radio, and operas and operettas. 
vision,” he stated. 


Video Plans Undecided 


company that “television has 


|General Foods emphasized was 
|made to answer its own merchan- 


| In summarizing its study, which | 


New York—lI. J. Fox, 58, presi- 
/dent of I. J. Fox, New York fur- 
'rier, died Wednesday of a heart 
|attack at his residence in the Beek- 
/man Hotel. 

' One of the largest retailers in 


_furs, Mr. Fox opened his store in | 
| 1930 and his flair for promotion | 


|stunts helped to carry him over 
'the first rough years. 
| tised extensively in newspapers 
|and was one of the first merchan- 
|disers to use radio and television. 
Mark Upson Injured 

| Mark Upson, general sales man- | 
ager of Procter & Gamble Com- 
pany, Cincinnati, was seriously in- 
jured Wednesday when his auto- 


He adver- 


pointed general manager of the 


Association, 
Roy D. Kerby. 


|Canadian Electrical Manufacturers | 
succeeding the late! 


Monroy is assistant sales manager. 


NOW OVER 


Forms Sales Department 
Wellco Shoe Corporation, CIRCULATION ‘current avenace) 
Waynesville, N. C., has established | ST. JOSEPH NEWS-PRESS 


a sales organization for Wellco| 
|Foamtreads, with Walter S. Kauf- | St. Joseph Ouzette 


General Foods already has) 
signed to sponsor a series of Madi- | 
son Square Garden events. over | 
WCBS-TV. Mr. Chapin, sales 
manager of the Jell-O division, 
said he definitely plans to include | 
television in his 1948 schedule, but 
the type of. program has not yet 
been determined. 

As a result of its study, which 
utilized practically every type of 
research technique, General Foods 
describes the average New York 
television in his 1948 schedule, but 

It owns a television set with a 
7-inch or 10-inch screen; has 


owned the set 4 to 12 months; is | 


composed of 3.3 persons; invites 


m™ friends to drop in to see telecasts 


three times a week or oftener; has 
a telephone; pays more than $75 
a month for rent. 

The head of the household was 
graduated from high school and 
attended some college, is an ex- 
ecutive, professional man or owns 
his own business. The family can 
tune in to all three stations here, 
composes an average evening 
audience of 3.47 persons per view- 
ing set—1.42 men, 1.11 women, 
0.94 children (under 17). 

When asked how he liked tele- 
vision, Mr. Set Owner responded 
thusly: “Wonderful,” 71%; “good,” 
19%, and “disappointing,” 3%. 

During the survey period there 
were 42 hours of telecasts avail- 
able per week. 
question, “Do people use their 
sets?” the researchers found a 
jrange from 4% who “look in” 30 
Hhours weekly to 22% tuning in 
115-20 hours weekly. 


No Established Preferences 


Mr. Chapin said there is no 
jestablished program or _ station 
jpreference as yet, with the view- 
ers inclined “to go all over the 
map hunting for something they 
think will entertain them.” 
Hence, the company decided not 
to release figures on individual 
program ratings which were char- 
jacterized as 
jieading.” However, it did note 
Seneral types of program popu- 
larity, with 31% of the women 
preferring live drama, 20% of the 
children singling out western films 
the men choosing baseball and 
ing each by 27%. 
Average correct sponsor identi- 


_ 


es 


= 


and 
DO» 


dising problems and might not mobile struck a loading platform 


necessarily be applicable to other | yy. Upson suffered a possible skull 
businesses, GF pointed out some | fracture, broken jaw, fractured hip 


‘after he was blinded by sunlight. | 


of the advantages of television: | and multiple body cuts and bruises. 
Higher - than - average - income | 


FINE OFFSET LITHOGRAPHY 


—-, a 


fs sates 
ae 


: : THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITEHALL 5957 


audience locally concentrated; 


49.5% more television viewers per | 
set than radio listeners per set; an | 


“valueless and mis- | 


all-family audience; favorable re- 
action to commercials; high mem- 
orability of commercial selling 
points and sponsor identification, 
and opportunity for a new kind of 
|commercial treatment. 

} en 
‘HENRY L. STODDARD 


| stockholder of the New York Eve- 


ning Mail, died here Dec. 13 after | 


suffering a heart attack at his 


home. 
| Mr. Stoddard assumed editorial | 
shortly | 


{supervision of the Mail 
after the Spanish-American War 


and a few years later purchased | 


‘controlling interest in the paper. 
After selling the Evening Mail 

in 1924, Mr. Stoddard wrote books 

{and articles for newspapers. 

} —_— 

ARTHUR M. BRIGGS 


PORTLAND, OrRE.—Arthur M. 


| Briggs, 45, account executive for | 


Station KALE here, died Dec. 6 of 
a heart ailment. 
|a member of the Oregon Journal’s 


on eaten to the | advertising staff here for 14 years. | 


'CHARLES B. NIMS 

| PorTLaANp, OreE.—Charles B. 
Nims, 66, sales manager of the 
|Oregon Portland Cement Company, 
|died Dec. 5. 


'FRANK M. DAVIS 

| Urica, N. Y.—Frank M. Davis, 
|publicity director and advertising 
manager of the Utica Mutual In- 
‘surance Company, died at his 
home Dec. 10 after a year’s illness. 


| — 


HAL MOORE 


PORTLAND, OrE.—Hal Moore, 50, 
/head of Acme Advertising Agency, 
died Dec. 13 following a heart at- 
‘tack. He served with the Portland 
|Oregonian for 13 years. 


| 
| 


| BROMFIELD RIDLEY 
| Lirrte Rock—Bromfield L. Rid- 
ley, former advertising manager 
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New YorK—Henry L. Stoddard, | 
86, former editor and controlling | 


Mr. Briggs was | 
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Pacific Agricultural Foundation, Ltd 
San Jose, California 


‘s 740 on your dial 


. F --~ San Francisco Studios 
SS icy Patace Hotel 


EXCLUSIVELY ¥° 
Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


Represented Nationally by Edward Petry & Co. Inc. 
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50 
Form PR Firm 


Gerald M. Brown Associates | 


Ltd., a new public relations firm, 
has been established in Toronto. 
The three members of the firm are 
Gerald M. Brown, formerly man- 
ager of the Toronto office of 
Young & Rubicam and manager of 


| 


the agency’s subsidiary public re- | 


lations firm, William Kinmound | 


and William A. Shields, former 
newspaper men. 


Farm Income 
in the KMA Area 
$2,693 Above 
The U. S. Average 


Last year's average per 
farm income in the 184 


county area covered by 
KMA was $6,708...that's “} 
$2,693 higher than the 


national farm average.* 
Include KMA on your 
schedules. Write us, or 
see Avery-Knodel, Inc., 
our national representa- 
tives. 


: 


*Source: U. S. Census of Agricul- 
ture—Sales Management, May 10, 


SHENANDOAH, IA. 


5000 WATTS - 960 KC NETWORK 


BLS’ New Living 
Costs Standards 
Even Cover Beer 


(Continued from Page 1) 
has far from luxurious living. 


| blended scientific nutritional and 
health requirements with actual 
family buying practices. For food 
and shelter, it had ample scientific 
information. For other items — 
clothing, medical care, recrea- 
|tion, transportation, taxes, to- 
bacco, etc.—it adopted a level | 
which it calls “the resistance | 
point.” 

A technical analysis of proce- 
|dures will appear in the depart- 


|There are but three phone calls |ment’s "Labor Review” for Febru- 


} 
| 
| 
| 


| 


and one letter a week; one lip- 
stick a year; a pack of cigarets 
every two days; a movie every 
three weeks. The car can’t be re- 
placed at today’s prices. 


Budget family living costs are | 


far apart in the three highest cit- 
ies—Washington, Seattle and New 
York —and the three lowest — 
Houston, Kansas City and New 
Orleans. But the nine middle cit- 
ies — Baltimore, St. Louis, Mo- 
bile, Norfolk, Memphis, Los An- 
geles, Birmingham, Richmond and 


Cleveland—vary only from $3,200 | 


to $3,260. 


In June this budget family’ had | 


to spend about 37% of its income 
for food, another quarter of it for 
rent. The food percentage ex- 


|ceeded prewar practice, and was 


up from 33% in March, 1946. 
The project originated in the 
spring of 1945 with Housé*appro- 
priations committee members who 
wanted an accurate measure of ac- 


tual dollar living costs for working | 


| families in large cities. 


| 


Committee Suggested Scope 


| An advisory committee 
|ventional and social” 
“biological” needs. It worked up 
a budget reflecting “what men 
commonly hope to enjoy, feel they 
have lost status and are experi- 
encing privation if they cannot 
enjoy, and what they insist on 
having.” 

| In perfecting its budget, BLS 


"Get Your 
feet wet’ 


4 


Best Test City in the West 


Gain your “western” experience in this typical western city. 
San Diego is an ideal proving ground for your sales and mer- 
chandising policies. It won't cost you a fortune, either, because 
just one newspaper “buy” covers the market, daily or Sunday. 


Check the following advantages of testing in San Diego. 


¢ Typical ‘western’ population 

makeup. Fast growing... 

alive... alert. 

Almost complete isolation. 125 

miles southeast of Los Angeles. 

“Outside” media not effective 

in San Diego. 

¢ The Union and Tribune-Sun has 
the facilities ... and the will- 
ingness to help you. . . plus 
ample newsprint. 


e Western diversification! In- 
dustry, Business, Agriculture, 
Gov't and tourist incomes 
about equal. 


¢ Market index 129 to national, 
compared to California 124, 
Washington 120, Oregon 117. 


¢ Contact Representatives for 
complete data relative to 
your product. 


News with winagipaaets ad tat 


oe 


UNION 


and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. | 


New York « Chicago + Denver « Seattle « Portland + San Francisco + Los Angeles 


sug- | 
| gested that the budget cover “‘con- | 
as well as! 


‘ary. Briefly, however, the “resist- | 
-ance point” for a product or serv- | 
ice is the level where research | 
|shows the family going into sav- 
ings rather than deprive itself. 
The “ideal’’ BLS family includes | 
\a 38-year-old breadwinner, 36- | 
year-old housewife, 13-year-old | 
| high school boy and eight-year-old | 
school girl. The family lives in a_ 
separate house or apartment; there 
}are no lodgers or co-tenants, and 
|the husband has no dependents 
| other than his wife and children. 


House Furnishings Listed 


The family dwelling contains 
five rooms, including kitchen and 
bathroom. Heating equipment and 
|fuel are provided for constant 70- 
| degree temperature. The dwelling 
|is within reasonable commuting 
|distance of employment, schools, 
church and shopping. 
| The home is equipped with the | 
usual furnishings and mechanical 
aids—gas or electric stove, me- 
| chanical refrigerator, washing ma- 
chine. Some furniture, kitchen- 
| ware, appliances and household 
linens are purchased each year in 
order to maintain household in- | 
ventories. 

The food budget provides nutri- 
| tional allowances recommended by | 
the food and nutrition board of the 
National Research Council, but in | 
terms of foods and quantities typi- | 
cal of those purchased by Ameri- | 
can families. They are not “best 
buys” selected by experts, but 
rather what the family likes. 
| With its food allowance, BLS 
| believes the family can have meat | 
several times a week. If cheaper 
'cuts of beef, pork, lamb and veal 
| are served weekdays, a chicken or 
roast can be served on Sunday and 
turkey on Thanksgiving. 

About 5% of the meals are pur- 
|chased away from home, princi- 
pally lunches bought at work. 
Most lunches are carried, however. 
| Two nickel ice cream cones, a five- 
_cent candy bar, two bottles of soft 
drinks and a bottle of beer could 
| be purchased each week. 


Five Shirts a Year 


| The clothing list takes into ac- 
count seasonal and geographic dif- 
ferences. In general, though, for | 
| the husband it allows one heavy | 
wool suit every two years, one light | 
wool suit every three years, five | 
shirts and two pairs of shoes each 
year; for the wife a heavy wool | 
coat every four years, four dresses | 
and three pairs of shoes each year; | 
for the boy a sweater or jacket, | 
_ two pairs of trousers, three shirts | 
| and three pairs of shoes each year; | 
for the girl, a snow suit or heavy 
| coat every two years, four dresses | 
|}and four pairs of shoes a year. 
Transportation is provided for | 
work, school, church, downtown 
|shopping, movies and social vis- 
lits. It allows out-of-town trips 
| every three or four years for visits, | 
|or vacations. Automobiles are al- 
lowed for seven of 10 families in | 
most large cities. Where an auto-| 


|mobile is operated, replacement 
}allowance is provided, but the 
family must yield certain other | 


| goods or services. 
| The family owns a small radio, | 
buys a daily and Sunday newspa- | 
per and 32 copies of popular maga- | 
zines annually. Allowances cover 
toys and games, pets, camera sup- | 
plies, dues in social clubs such as | 
Boy Scouts and women’s civic | 
groups. The husband has a hair- | 
cut every three weeks, son every | 
five weeks, wife and daughter | 
|every three months. Cosmetics 


| division. 
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and shaving supplies are covered. 

Budget includes taxes, charity, 
union dues and occupational ex- 
pense, and life insurance, but no 
saving either for educational or 
other emergency purposes. It pro- 
vides membership in group hos- 
pitalization units and an annual 
allowance predicated on assump- 
tion of serious illness once every 


| four years. 


A field study with this completed 
budget in March, 1946, showed liv- 


ing costs ranging from $2,573 in | 


New Orleans to $2,985 in Washing- 
ton, Mr. Clague told the congres- 


sional joint economic committee. | 


-} “4 h | 
wae pace Sees Gury S © | partment’s Bureau of Labor Sta- 


period of tabulation, the first sur- 


| vey was withheld, and a second 


was made in June, 1947. 

The budget presented to the 
joint economic committee deals 
only with the “ideal” family of 
four, Mr. Clague said, but a 14% 
adjustment would cover a family 
of five, and similar changes would 
indicate needs of other size fami- 
lies. It applies only to families in 


ithe 34 large cities, BLS said, for 


the living standards of families in 


|medium and small cities might be 


considerably different. 

Work was directed by Lester S. 
Kellogg, chief of the prices and 
cost of living branch, and Dorothy 
S. Brady, chief of the cost of living 
Many BLS staff mem- 
bers contributed to the formula. 


Most Earn Over ‘Average’ 


In testimony before the joint 
committee, Mr. Clague said that a 
surprising proportion of the fami- 
lies resembling the BLS “‘ideal” ac- 
tually enjoy 
budget requirements. 

Although BLS currently reports 


industrial wages averaging $50 
weekly, Mr. Clague says the 
“ideal” family — breadwinner, 


housewife, two children under 15 
—usually does better than average. 

Though data along this line is 
searce, BLS believes these four- 


incomes above the | 
| ican Negro is the most loyal customer 
| in the world. For full information of 


person families are less than 9% of 
the national total. Moreover, tlie 


‘father, approaching 40—is at the 


height of his earning power. 
Actual field studies in Indianap- 
olis, Mr. Clague said, showed 16% 
of local families approaching this 
“ideal.” Of this 16%, 88% had in- 
comes above the budget level. 


‘Skimping’ Helps Little 


Details of the budget, down to 
annual allowances for items such 
as razor blades, sanitary supplies, 
and furniture polish are contained 
in “City Workers Family Budget,” 
published by the prices and cost of 
living branch, of the Labor De- 


tistics. 

Mr. Clague emphasizes that any 
“skimping” on the budget merely 
results in “less than average” liv- 
ing by the family. For example, if 
the housewife or high school boy 
were put to work, it would be a 
“less than average” standard of 


living. 
According to Mr. Clague, the 
family meat allowance of nine 


pounds weekly—two-thirds of the 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 


this great market, write today to 
Interstate United Newspapers, Inc., 545 


Fifth Ave., N. Y., serving America’s 


leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
* Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information, 


N IMPOSING group of successtiul advertising executives 
A and advertising agencies find this a lucky number. 
It enables them to use a service consisting of ad-setting 
engraving, and printing—all under one roof ... Specially 
trained men are always on their toes to serve you so wel! 
that you will come back again. We can lighten your burdens 
—and at the same time produce better and more profitable 
printing for you—at a saving of time, trouble and money 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING - PRINTING 


on ae ge bi es PR. er pre ke eae 
SiS beep Mts Ci te. Gielen merc aes 


400 N. RUSH STREET, CHICAGO 11 - WHITEHALL 230 
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national per-capita average for | 
1946—typifies the “modest” nature | 
of the budget. About three-fifths 
of the meat allowance is for low- 
cost cuts—stews, 

frankfurters and fish. 
is for medium priced 


hamburger, | 
A fourth | 
items— | 


roasts, pork chops, round steaks. | of leaders among farm coopera- | 
The budget allows six loaves of | 


pread weekly, 12 quarts of milk, 
20 eggs and a pound and a half of 
butter or margarine. 

At June, 1947, prices, BLS found 
the four-person Washington family 
spending $1,040 for food. Broadly 


speaking, food costs for the 34) 


cities were at $20 a week per 
family in June, compared to $15 in 
March, 1946. 


Climate Makes Difference 


Housing took about a fourth of 
the total for goods and services, 


exclusive of taxes, insurance and | 
The Washington | 


contributions. 
family — heaviest hit— paid $72 
monthly to rent its 
home. But in Kansas City, com- 
parable housing was $51. 

Annual clothing costs here went 


from $409 in March, 1946, to $462 | 


in June, 1947. Climate resulted 


in sizable differences in clothing | 


costs, With variations of about $62 
between Minneapolis and Jackson- 
ville, the coldest and warmest cit- 
ies on the list. 

The budget allows 13 “items” of 
house furnishings a year. 
portation costs run as high as $250. 
Medical and dental allowance for 
Washington ran to $184 in June, 
1947. The reading and recreation 
allowance is less than $100; per- 
sonal care, $70; tobacco, less than 
$40; gifts, $60 to $80. BLS adds 
8% to 12% to the total for goods 
and services to cover taxes, insur- 
ance and occupational expense. 


Costs by Cities Given 


Next most expensive city after 
Washington was Seattle, a boom 
rea where living costs $3,388, and 
New York, where it is $3,347. Other 
totals in the survey are: Milwau- 
kee, $3,317; Boston, $3,310; Detroit, 
$3,293; Pittsburgh, $3,291; Minne- 
apolis, $3,282; Chicago, $3,282; San 
Francisco, $3,317; Baltimore, $3,- 
260; St. Louis, $3,247; Mobile, $3,- 
276; Norfolk, $3,241; Memphis, 
$3,220; Los Angeles, $3,251; Bir- 
mingham, $3,251; Richmond, $3,- 
223; Cleveland, $3,200; Portland, 
Me., $3,200; Denver, $3,168; Phila- 
delphia, $3,203; Scranton, Pa., $3,- 
163; Portland, Ore., $3,161; At- 
lanta, $3,150; Savannah, Ga., $3,- 
150; Buffalo, $3,136; Jacksonville, 
$3,135; Manchester, N. H., $3,132; 
Cincinnati, $3,119; Indianapolis, 
$3,098; Houston, $3,020; Kansas 
City, $3,010, and New Orleans, 
$3,004. 


Launches Biscuit Drive 


George Weston Ltd., Toronto, 
will promote its arrowroot biscuits 
In a coast-to-coast campaign across 
Canada, using French and English 
daily and weekend newspapers. 
Trade publications are carrying 
Copy urging dealers to “Stock 
Them Now.” Stevenson & Scott, 
Toronto, is the agency. 


five-room | 


Trans- | 


‘I'm With You,’ 
U. S. Farm Head 
Promises Co-ops 


EVERETT, WASH.—To a gathering 


|tives in the Pacific Northwest, 
‘Secretary of Agriculture Clinton 
P. Anderson has issued a call to 
arms to defend _ cooperatives 
against adverse legislation, and 
|declared that the Truman admin- 
‘istration, from the President down, 
“is FOR farmer cooperatives.” 


| detrimental to farm cooperatives”; and consumer magazines. Kermin, | tising 


51 


counsel. Batten, Barton, 


_being passed by Congress next | Thall & Lavelle, New York, is the | Durstine & Osborn is the agency. 


year. 


Grey Agency Volunteers 


Grey Advertising, New York, 
ihas joined five other volunteer 
| agencies in the preparation of the 
1948 savings bond campaign for 
the U. S. Treasury Department. 
Other agencies participating in the 
drive are Young & Rubicam, J. 
Walter Thompson Company, G. M. 
Basford Company, Schwab & 
Beatty, Joseph Katz Company and 
Albert Frank-Guenther Law. Hec- 
tor Perrier is 


to be other than warm to farmer} bond campaign. 


| cooperatives, but his talk went far 
|beyond this as he caustically de- 
'scribed the attack on cooperatives 
as a “hot political issue ... manu- 
factured synthetically.” 

“You mustn’t do anything for 
yourselves that somebody else 
wants to do for you—for a price,” 
|Mr. Anderson said in tartly sum- 
ming. up “the arguments you 
hear.” 


‘I'm With You’ 


Declaring that the next move of 
|adversaries was “concealed by the 
smoke of their propaganda bar- 
rage,” Mr. Anderson asked: 

‘Do you want to fight it out? 

“Are your cooperatives worth 
fighting for? 

“Tf your answer is yes, I’m with 
you.” 

Mr. Anderson said: ‘ “Evidently 
we have been too complacent, for 
the opponents of farmer coopera- 
tives—made bold by the sound of 
itheir own words and by a well- 
|stocked treasury—have begun a 
new assault. They now = seek 
political action. Unfortunately, 
they have been able to use a con- 
| gressional committee as the forum 
in which to raise their political 
\issue. This, of course, is an old 
technique. . .” 


Compete With the ‘Giants’ 


Mr. Anderson said he is for 
farmer cooperatives because 
“farmers are the very backbone 
of our individual free enterprise 
system” and “cooperation is 
simply a tool that farmers use to 
maintain their individual way of 
life, a means of applying modern 
business methods _ to 
Farm cooperatives, he explained, 
help family farms compete “in a 
world of economic giants. . . 


‘Promote Apple Juice 


| 


farming.” | 


Eco- 


nomic giants have an advantage in | 


mass production and mass sales 


methods; they rule vast domains , 


of natural resources; 
power. 

“The whole history and legal 
status of the farmer cooperative in 
this country are bound up with 
the fight against monopoly, the 
battle against problems’ which 
farmers as_ individuals cannot 
meet, the drive for progressive 
business methods, the struggle to 
maintain freedom for the little 
guy.” 

Before the talk, Mr. Anderson 
told newsmen he thinks there is 
“small likelihood of anything 


they have 


(juaranteed Sal 


Guarantees to Increa 


in 1944 the v.p. of an $18,000,000 

\\d-west company said: ‘You're phe- 

emenal! In one year you increased 

' average return from 212°, to 
we 


~osasd 
c 


Lost Fall a Southern executive chal- 

lenged: “We've sent 2 letters to this 

list, got back $2 per name. Can you 
beat that?” My one letter brought 

| beck $21 per name. 

| 

| 

| 


_ Orly once were my letters entered in 
Scvertising competitions. | won BOTH 
too national awards . . . Dartnell’s 


Sox 6903, ADVERTISING AGE, 100 


America's Highest Priced Sales Letter Writer 


es Letters $100 


se Your Returns 20°,! 


Gold Medal and DMAA “Best Letters 
of the Year.” 


My price is high . . . but worth it. 
In 18 years | have never failed to get 
more response. | guarantee you an 
increase of 20°, over present returns 
(60 orders or inquiries for every 50 
you now get). 

Send no money. Just letter or mail- 
ing you want me to beat. . . by 20° 
or more. Test my copy on small list. 
You must get 20°, more returns .. . 
or no pay. Have time only for few 
new clients. So write today. 


East Ohio Street, Chicago 11, Illinois 


Berks-Lehigh Cooperative Fruit 
Growers, Fleetwood, Pa., and the 
Chambersburg Fruit Cooperative | 
| Association, packer of Red Cheek 
brand apple juice, are launching 
| their winter advertising campaign | 
/in six newspapers in New England | 
'and New York. The schedule will | 
| be expanded after the first of the 
‘year to include other newspapers 


the Advertising | 
Nobody expected the secretary |Council’s staff executive on the | 


agency. 


a 
Plans Spring Campaign 

| Hart Schaffner & Marx, Chicago, 
|has added Life to the Collier’s 
and The Saturday Evening Post 
| schedule of full color pages, start- 
ing in March. The spring sched- 
ule also includes a new merchan- 
dising, dealer tie-in and point-of- 
sale promotional program. Dr. 
M. F. Agha, advertising consultant, 
has been retained as retail adver- 


| 
| 


Dittman Promoted 


Carl Dittman, former eastern 
advertising manager of the Mac- 
|fadden Men’s Group, New York, 
has been appointed national ad- 
vertising manager of the Men’s 
Group. Mr. Dittman was ap- 
pointed eastern manager last May 
after 10 years on ‘the sales staff 
|of the Macfadden Men’s Group, 
which includes True Detective 
and Master Detective. 


| 


| 


FLOYD CLYMER’S unbiased book 
| KAISER-FRAZER CARS” 


Read what 3000 owners now think of their K-F 
cars. Expert, 
Tells all. 3000-mile test run, Pike’s Peak closed 
car record, gas mileage. Thousands are buying. 
Order now. $1.50 postpaid. $2.50 deluxe ed. 
Cash, money-order, or specify C.O.D. Money- 

b back guarantee. Clymer, Publisher, Dept. A-12 
2125 W. Pico, Los Angeles 6, Calif. 


part-by-part analysis. 100 photos. 
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502 More Hospital Circulation in the US. Than ind ABC Publication 


Management 


ima pip se 
~~ 


ici 


..for the LARGEST NET PAID > 
HOSPITAL CIRCULATION 
ever obtained by any 
publication at any time! 


2 


er 


——~ 


If you have a product or service to sell to hospitals naturally you 


want to reach the maximum number of the hospital executives 


directly influential in purchasing equipment, supplies or services 


necessary in the maintenance, operation or construction of hos- 


pitals! 


These are the “superintendents, owners, medical directors, presi- 


dents of board of directors, department heads and other persons 


in charge” . 


of the A.B.C. Publisher's Statements. 


.. the first classification as shown in paragraph 11 


4 


Hospital Management not only has a substantial lead in this 


classification over the 2nd A.B.C. publication in the hospital field 


... but especially valuable to you—it has 502 greater circulation 


among these hospital executives in U.S. hospitals !* 


*U. S. hospital circulation is derived from the A.B.C. Publisher's 


Statements by applying the first percentage figure in paragraph 
10 to the total U. S. circulation as shown in paragraph 11. 


The Only Hospital Publi- 


cation which is a member 


of both the ABC and ABP 


FOR DETAILED 


[INDUSTRIAL MARKETING’S| 


Industrial 
MARKET 
DATA BOOK 


100 E. OHIO STREET, CHICAGO |! 
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Major Advertisers Plan 
Larger Budgets in 1948 


(Continued from Page 1) 


media of at least $150,000,000 an- dustry as food. | 


nually. 

The list is weakened by ab- 
sence of leaders in such impor- 
tant classifications as appliances, 


motion pictures, soap, soft drinks | ferred not to be identified. 


and transportation, and by inade- 


| 


quate representation from _ such) 


fields as tobacco. 
But it may be broad enough to 


show the trends of major adver- | 


tisers’ thinking and planning. 
Some Can’t Plan 


Some advertisers, notably in 
such “shortage” fields as oil and 
alcoholic beverages, emphasized 
their inability to make long-range 
plans. But this condition obtains 


“PREFERENCES 
INDUSTRIAL LITERATURE” 


wd 


‘and about the same in business | 
| papers, car cards, direct mail and | 
| outdoor. 
| Another food packer’s budget | 
will be unchanged—with more in | 
car cards, newspapers and out-| 
'door, but continuing in several | 
other media. This firm plans to} 
spend 30% in network radio, 20% | 
each in newspapers and maga-| 
zines, 10% outdoor, 5% each in| 
business papers, car cards and'| 
|point of sale, 2% direct mail. 
; : _ “Lever Brothers’ advertising | 
Borden's over-all budget is be-| ; Sigel ” 
ing increased about 10%. Because budget ” 1948, said John R. Gil- | 
of the wide diversity of its line |™@", vice-president, “will be ap-| 
and the number of subsidiaries, 


'preciably larger than actual ex- | 
said Stuart Peabody, the reasons penditures in 1947. This is due 
and media trends will vary con- 


chiefly to larger sales expectations | 
siderably. Nationally, Borden will |@%4 new products. Higher adver- | 
continue to emphasize network tising costs are a lesser factor. | 
radio and magazines. 


The advertising expenditures are 
Carnation Company’s budget 


larger because they involve in- 
and media plans will be generally 


creased expenditures in present | 
unchanged, reported Paul H. Wil- |media and additional other media. | 
lis. Forty-five per cent will go 


|Principal media will be news-| 
| . 

into network radio; 20%, maga- |P@Pers, magazines, Sunday supple- 
zines and farm publications; 10%, | 


|/ments, car cards, 3-sheet posters, 

point of sale, and the re&t in other | radio spots and radio network | 
media. | programs. 

GF Up Sharply Expects Higher Costs 


General Foods’ ex enditures | Bristol-Myers will spend 1% 
will be larger--more than $20,-|™ore than its current $8,000,000, 


also even in such a “basic” in- | 

The food participants are Bor- | 
den, Carnation, General Foods, 
National Biscuit, Pillsbury, Stand- 
ard Brands and two which pre- 


pleted plans, 
|Hiram Walker, among others, did 
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the $2,000,000-mark, plans con- 
tinued expansion, said J. Ward 
Maurer. Due to larger sales ex- 
pectations, the 1948 program will 
involve both expansion in present 
media and addition of other media. 


The expansion will be in direct) 


mail, farm publications, news- 


papers and point of sale. Ex- 
penditures in car cards, maga- 
zines, network radio and_ spot 


radio will be unchanged. Wild- 
root is testing motion pictures. 

Zonite Products plans to spend 
about the same amount, reported 
Eric Hartell, with 90% going to 
magazines and 10% to news- 
papers. 


Distillers Are Disturbed 


The distillers’ picture is a bit 
mixed. Although increases of 33 
and 30%, respectively, are planned 
by Carstairs and Kinsey, and 15% 
by Calvert, Brown Forman will 
be down 5% and Glenmore 10%. 
Frankfort and Seagram are ex- 
panding. National (currently 
above $6,000,000) has not com- 
and Schenley and 


not report. 
Brown Forman’ has_ smaller 
sales expectations, said R. W. 


|and spot radio, less in magazines, | cently has moved its budget above|ent fast-moving picture, advertis. 


ing and merchandising plans cap 
be changed overnight.” Seagram 
is expanding, due to prospects, 
competition and costs, with more 
empnasis on both magazines anq 
|newspapers, and about the same 
on business papers, outdoor and 
‘point of sale. * 


Little Automotive Data 


Lacking specific replies from 
such major factors as Genera] 
Motors, Ford and Chrysler—al- 
though Ford, for one, continues to 
expand—our automotive report is 
less than adequate. 

Champion Spark Plug wil} 
spend about the same amount next 
year, but gives no details. 

Kaiser-Frazer will spend 50% 
|/more in 1948, said W. A. MacDon- 
ald. (This figure conflicts with a 
'100% increase for K-F noted by 
|'AA, Dec. 8.) Larger sales expec- 
tations are the reason. K-F is 
expanding in direct mail, maga- 
|zines, network radio, newspapers, 
‘outdoor and spot radio. 

Nash Motors division expects 
its production and advertising 
| budget both to be about the same, 
‘reported N. F. Lawler. Nash will 
|eontinue on about the same level 
‘in business papers, magazines, 


000,000—due to larger sales ex- | Said Robert B. Brown. The rea-| Moorhead. Half of its budget will newspapers and point of sale. Out- 


pectations, new products and/S0MS: more competition and_| 
higher costs, but Mrs. E. B. Myers | higher advertising costs. The com- | 
did not indicate the media direc- | PANY will expand in magazines, | 
tions it would take. |point of sale and spot radio; re-| 

National Biscuit will spend duce in car cards, farm publica- | 
about 10% 


more, said George tions, network radio and televi- 


Oliva, with a general increase for | Sion, with newspapers unchanged. | 
magazines, newspapers, radio and | However, 45% will go to network | 
other media on its schedule.  |Tadio, 35% to magazines, 10% | 

Pillsbury Mills will spend more, | Point of sale, 4% newspapers, 3% 
due to introduction of new prod-|farm publications, 2% spot radio | 
ucts, reported Robert J. Keith, but |@nd 1% car cards. saad 
detailed media plans have not. Carter Products, reported Philip | 
been developed. 'Richardson, will spend more be-| 

Standard Brands, said Donovan cause of larger sales expectations, | 
B. Stetler, probably will spend |with expansion both in present | 
about the same. The fact that this Media and addition of other media. | 


go into magazines, 20% news- 


papers, 17% point of sale, 5% | 


business papers, and smaller pro- 
portions in car cards, direct mail 
and outdoor. 

“Due primarily to rate 
creases,” replied Edgar E. Gut- 
tenberg, Calvert is spending more 
money in the current fiscal year, 
which began last August. But 
Calvert also has “stepped up our 
newspaper expenditure for both 
Calvert Reserve and Lord Calvert 
by large amounts.” The company 
is expanding in car cards, maga- 
zines and outdoor. 

Carstairs’ one-third increase, 


in- | 


company is dropping the Fred 
Allen show on NBC this month is 
expected to mean more funds for 
space advertising. 


Chesebrough also will have a wrote G. Allen Reeder, is due to 
larger budget, because of larger | larger sales prospects, more com- | 
sales anticipation and new prod-| petition and higher advertising | 
ucts, replied B. L. Emery. It will costs, with all present media shar- | 


|door is their principal medium. 

Next year’s Studebaker budget 
will be 20% larger, according to 
|\K. B. Elliott, vice-president in 
charge of sales. The increase is 
dué principally to expectations of 
|more competition as well as 
higher advertising costs. Business 
paper, direct mail and spot radio 
expenditures will be held on an 
even level, but farm publication, 
magazine, motion picture and 
/newspaper budgets will all be in- 
creased. 

Willys - Overland will spend 
about 10% more, replied H. L. 
Swan, both because of sales pros- 
pects and advertising costs. Willys 
will expand in magazines, news- 
papers and outdoor, and will con- 
tinue on present levels in business 


a Fg “bag 
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| spend more in magazines, network | 
radio, newspapers and point of 
sale, less in spot radio, and the) 
same amount in business papers. | 
centages as yet unknown, due to| Emerson Drug will spend 5% | 
greater sales anticipations and|more. Seventy per cent will be) 
higher costs. It plans to spend|in network and spot radio, and| 
more in motion pictures, network | the remainder, said John H. Kelly, | 
radio, newspapers, point of sale|in magazines, Sunday newspaper | 
|supplements and outdoor posters. 


No Change for Some 


One large food company in- 
dicated a larger budget, with per- 
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MERCHANDISING KNOWLEDGE 


Outdoor for Kleenex | 


International Cellucotton has 
boosted its budget 10%, reported | 
L. E. Meyer. The reasons, in order | 
of importance, are larger sales ex- | 
| pectations, more competition and | 
|higher costs. Outdoor is being | 
|added for Kleenex, and the com- | 
pany also is expanding in business 
papers. Expenditures will be less 
in car cards, magazines and news- 
papers, unchanged in motion pic- 
tures and point of sale. 

Lambert’s budget will be un- 
changed. There will be increases 
in magazines, network radio and 
point of sale, reductions in news- 
papers and spot radio, and no 
change in business paper expendi- 
tures. 

Rexall also will be unchanged, 
|reported Thomas H. Lane—with 
|60% continuing in network radio, 
and 20% each in magazines and 
point of sale. 


Toni Up 100% 


That soaring national advertiser, 
Toni, Inc., of St. Paul, maker of 
home permanent wave kits, has 
- announced a $6,000,000 budget for 
1948 (AA, Oct. 6). This, explained 
Neison Harris, president, is an in- 
crease of 100%, and is based on 
larger sales expectations. Car 
ecards, direct mail, magazines and 
network radio expenditures all are 
being expanded, with point of sale 
unchanged. The breakdown: net- 
work radio, 60%, magazines, 33%, 
and the rest in other media. 


Wildreot Company, which re- 


ing. Four-fifths of the advertising 
part of the budget goes into news- 
papers, 15% car cards, 5% busi- 


ness papers, 4% magazines, and | 
Advertising totals | 


1% outdoor. 
65% and sales promotion 35% of 
Carstairs’ over-all budget. 


Worried About Restrictions 


Frankfort Distillers will expand, 
mainly in present media, because 
of higher costs, said J. Baxter 
Gardner. More money will go to 
newspapers, outdoor and point of 
sale, and about the same amounts 
to car cards and magazines. 

Arthur P. Bondurant of Glen- 
more Distilleries qualified his 
estimate of a 10% reduction with 
“if distilling continues curtailed.” 
Glenmore’s present plans are to 
spend 35% of a reduced total in 
magazines, 33% in newspapers, 
20% point of sale, 10% outdoor 
and 2% business papers. This in- 
cludes reductions in magazines 
and point of sale and an increase 
in newspapers. 

William Jameson & Co. is oper- 
ating on the same budget in the 
fiscal year started last August, 
said Alf Ebbesen, with increases 
in newspapers and outdoor. Thirty 
per cent of its current total goes 
inte newspapers, 25% point of 
sale, 25% “miscellaneous” media, 
6, magazines, 10% outdoor, 3% 


| business papers and 1% car cards. 


Several reasons — prospects, 
competition and costs—have im- 
pelled Kinsey Distilling to boost 
its budget 30% for 1948. Although 
use of magazines will be reduced, 
newspapers and point of sale will 
be expanded considerably. Kin- 
sey’s 1948 breakdown: News- 
papers 35%, point of sale 26%, 
magazines 25%, outdoor 10%, and 
car cards and direct mail, 2% 
each. 

George E. Mosley of Seagram 
explained that his answers were 
“generalities because in our pres- 


. 


papers and farm _ publications. 
Magazines will get 40% of the 
new budget, newspapers 24%, 
farm publications 16%, business 
papers 9%, outdoor 8% and spot 
radio 


%. 
How Pen Makers Plan 


Three major pen makers note 
different trends. 

Eversharp’s fiscal year will not 
start until March 1 and advertis- 
ing plans for it have not been de- 
cided. This year Eversharp is 
spending about $4,000,000, more 
|than half of it in the “Take It or 
Leave It’? and Henry Morgan net- 
'work shows. (The Morgan show 
is scheduled to be dropped this 
month.) With the addition of the 
Schick men’s and women’s razors 
and the new small Kimberley pen, 
Eversharp also expanded this year 
in magazines, newspapers, car 
cards and outdoor. 

Parker Pen’s budget wil! be 
15% less than in 1947, due pr'i- 
marily to the end of the com- 
pany’s sponsorship of “Information 
Please,” said David G. Watrous, 
but aside from that will be “»or- 
mal and healthy.” Parker 
not expect smaller sales in 1°48 
Forty per cent of its budget wil! 
be in magazines and 40% in news- 
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papers, 10% in point of sale, and 
5% each in business papers and 
direct mail. Principal increases | 
gre in Magazines and newspapers, 
with the others remaining un- 
changed. 

Sheaffer Pen expects to spend 
about the same amount for adver- 
tising. Magazine expenditures will 
be increased, network radio re- 
euced, and direct mail and car’ 
cards will remain about the same. 
The breakdown: Magazines 45%, 
network radio 25%, point of sale 
15°>, newspapers 10% and direct 
mail 5%. 


Shortages Hurt Oil Companies 


Although the oil shortage will 
restrain refiners from running ag- 
gressive, sales-building campaigns, 
their advertising expenditures 
next year probably will be on 
about the current level. 

Socony-Vacuum Oil Company 
probably will continue on the 
present $6,000,000-a-year level. 

Texaco may reduce from 10 to 
15%, but will continue such major 
network programs as the Tony 
Martin Show and Metropolitan 
Opera. The same farm and busi- 
ness paper programs will be con- 
ducted, said Donald Stewart, but 
the number of insertions in maga- 
zines will be curtailed, as will the 
intensity of the outdoor program. 

One large oil company, which 
preferred to remain unidentified, 
expects about the same budget for 
1948—with increases in _ direct! 
mail, motion pictures, newspapers | 
and point of sale, reductions in| 
business papers, farm publications, | 
magazines and outdoor, and no} 
change in spot radio. 


American Tobacco Cagey 


| cigarets, 


7 


years has expanded considerably, 
in network radio, newspapers and 
magazines, from its wartime levels. 

P. Lorillard Company, return- 
ing to magazines for Old Gold 
after a two-year ab- 
sence, will increase about 25%, 
both because of sales prospects 
and higher costs, said Alden 
James. The bulk of its 1948 ex- 
penditures will go into network 
radio 38%, and in newspapers 
25%, and magazines 20%. 

Du Pont will have a larger 
over-all budget for its 30 divi- 
sions, reported William A. Hart. 
This is due primarily to higher 
advertising costs. The company’s 
$4,000,000 plus will continue in 
present media, a substantial part 
of it in the Monday evening “Cav- 
aleade” network program. 


Other Budgets Up 


B. T. Babbitt, Inc., plans larger 
expenditures, because of larger 
sales expectations and higher costs, 
replied Robert Brenner, but will 
continue in present media, with 
80% in network radio, and the 
remainder in newspapers, spot 
radio, and television. 

S. C. Johnson & Son also will 
expand, in anticipation of larger 
sales, said W. N. Connolly. Some 
media will be added. The com- 
pany employs chiefly network 
radio, magazines, newspapers and 
point of sale. 

Mullins Mfg. Corporation will 
increase expenditures about one- 
third in 1948, to about $1,600,000, 
due both to better sales prospects 
and to higher costs, reported Mar- 
shall Adams. Nine magazines will 
continue to be used. 

Aluminum Company of America 
is boosting its budget by about 


George W. Hill Jr., vice-president | ¢199 000 to $2,500,000, said C. C. 


of American Tobacco, said simply 
that he would not like “to 
prophesy relative to the size of 
our budget for the next year at 


this time other than to say that | 


it probably will not be reduced.” 
American in the last couple of 
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Carr. Trade and technical papers, 
general magazines, and plant city 


|/newspapers will be employed. 


Another large industrial adver- 
tiser, Allis-Chalmers, will expand 
about 10%. Business papers will 
be the principal medium, said Ar- 
thur R. Tofte, followed by direct 
mail, magazines and newspapers. 

A leading brewer, who would 
not permit his name to be used, 
will expand 10%, because of 
higher advertising costs. Forty 
per cent of this company’s budget 
will be in network radio, 21% 
outdoor, 20% magazines, 18% point 
of sale, and 1% business papers. 


Blackmer Names Baldwin 

George A. Baldwin, formerly 
with W. W. Garrison & Co., Grand 
Rapids, Mich., has been named 
manager of the Los Angeles sales 
office of Blackmer Pump Com- 
pany. 


Names Pat Kelly 


Pat Kelly, formerly an account 
executive with Commerce Adver- 


|tising Agency, has joined the 
|Metropolitan Advertising Com- 
pany, New York office, in the same 
capacity. 
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Hard to believe... 
but actually true 


e 7-course meals 


(te any one person) 


@ 60 items to select from 

© Unlimited “seconds” 

e Service from 5 counters 
© 10:30 A.M. to9:00 P. M. 


e Pacific Seas atmosphere 
: Music and entertainment 


SHADES OF '32—One of a series of 
ads now running in Los Angeles dailies 
is this 600-line item offering seven- 
course meals and unlimited ''seconds” 
to patrons of Clifton's two cafeterias. 
Business is reportedly booming. 


Restaurateur 
Offers 7 Course 
Meal for 50 Cents 


Los ANGELES—It takes a lot to 
surprise a Southern Californian, 
but residents of this usually blase 
community recently were startled 
to see a Clifton’s cafeteria ad 
headed: “All You Can Eat... 
for 50 Cents.” 

Over a period of years, Ange- 
lenos had come to expect almost 


janything from owner Clifford E. 7 


| Clinton. He has crusaded both in 
|print and from rostrums against 
|corruption in local government. 

| And as an owner of two cafe- 
| terias serving some 20,000 meals) 
‘a day, he has made a name for) 
himself as a devotee of the un- 
usual in merchandising. Amateur 
shows, music, lavish decorations, | 
free birthday cakes and tables, 
and a one-hour tour of the city 
for 15 cents have long been stock 


in trade. 
‘No Guest Shall Go Hungry’ 


In addition, his policy that “no | 
| guest shall go hungry for lack of | 
|funds,” has resulted in the inno- 
vation of a balanced, nutritious 
meal for a nickel. Should the} 
guest in question lack the nickel, | 
the meal is on the house. | 

But in a city noted for excellent | 
;cuisine, and prices in proportion, | 
‘an announcement of a_seven-| 
course meal for 50 cents created | 
more than a minor ripple. Adver- | 
tising for the first time in Los) 
Angeles dailies, Mr. Clinton is of- | 
fering 60 items from which to) 
|select, unlimited “seconds,” a Pa- | 


and entertainment—all for the) 
/price of a half dollar. 

Commenting on the plan, Mr. 
Clinton declared: “A lot of fine 
people and former customers— 
those on pensions or small fixed | 
incomes—are really being hurt by | 
the rising cost of living. These! 
are the ones who always suffer | 
|most during an inflationary period. 
We are determined to make it 
| possible for them to eat.” 

Dan B. Miner Company is the 
agency. 


'|Maps Sportswear Drive | 


W. R. Darling & Son, Los An- | 
manufacturer of cotton 
| sportswear, will launch a cam-| 
paign in the April issues of aj} 


magazine list including Charm 
and Seventeen. Abbott Kimball | 
|Company, Los Angeles, is the | 
| agency. 


. ° | / 
cific seas atmosphere and music| | 


Skyway Names Curtiss 
for Nat'l Campaign 

Skyway Luggage Company, 
with factories in New York, Los 
Angeles, Seattle and Vancouver, 
B. C., has appointed David Pol- 
lack, who is operating as _ the 
Spencer W. Curtiss Company of 
Seattle, to direct its expanded na- 
tional ad program for 1948. News- 
papers and magazines will be 
used. 

The Curtiss Seattle office, estab- 
lished two years ago as a branch 


of the San Francisco agency, was | 


taken over last July by Pollack. 


Officers Reelected 


Executive committee members 
and officers of the Pacific North- 
west Newspaper Association were 
reelected at the recent annual 
meeting in Portland, Ore., includ- 
ing M. J. Frey, general manager, 
Portland Oregonian, president; 


W. H. Cowles, publisher, Spokane | 


Spokesman - Review, vice - presi- 
dent; O. Leigh Spencer, Province, 
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| Vancouver, B. C., vice-president; 
|P. L. Jackson, publisher, Oregon 

Journal, treasurer; and D. S. 
| Haines, secretary. 


‘Names De Harte 


| W.L. De Harte has been named 
| manager of wallpaper sales of the 
| Scott Paint & Wallpaper Company, 
| Hamilton, Ont. 
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Gernsbach Tells 
How to Build a 
Better Mousetrap iiitt-in straw. 


New YorK—Hugo Gernsbach | 
has a formula for a better mouse- | Modus Operandi 
trap, and is telling the 7,500 per- 
sons on his Christmas card list all 
about it via a 36-page parody on 
Popular Mechanics. 

The irrepressible Mr. Gerns- 


you can’t understand it,” offers, in 
| addition, a robot-steered car which 
_gives one-arm drivers a chance to 
use both arms amorously, and a 
_slurpless soupspoon complete with 


But the mousetrap? Gernsbach’s 
formula reads: ‘‘Firsht you gets a 
old table radio. Den you makes 
four metel pannels. Den get two 
elektromagnets which pulls out a 


bee 
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war 


LEADING THE into 


Greene Predicts 
Machines fo Vend — 
§2 Billion a Year 


(Continued from Page 1) 
machines in railroad cars and / 


a “SO kDEN HRA... 


Six | 
Nati 
by § 


New 
parent J 
work ¥ 


bach, publisher of Radio-Craft, 
already has waged warfare on 
sane and sensible publishing with 
previous Christmas parodies on 
other magazines, including Har- 
per’s Bazaar, Reader’s Digest and 
his own Radio-Craft. 


The latest publication, ‘‘Popular 


littel metel pin from de two pan- 
nels. Den make two koil shprings 
to goes on der metel pannels. Dese 
\shprings helps to fold op der pan- 


nels in a hurry. 


and food machines on cross-coun- 
try highways, all-night automatic 
|drug stores and self-service coin- 
| ewanetns grocery stores. 

Mr. Greene foresees a growth in | 
“Now gets a infro-red bulb und | use from the present 200,000 car- 
fixes itt in der hole of vun pannel. 'bonated bottle and cup beverage | 


Rite akrost from itt you fixes a| machines to 750,000; five-cent | 


buses, coin-operated gas pumps | 


Neckanics Gagazine — Written so | foto-elektrik cell, so when der candy machines increasing from | 


-maustrap iss set op, der infra-red | 200,000 to 400,000; cigaret ma-. 


advertis 
will boo 
$1,018, 06 
000,000 
yeal “ent 

The ] 
reau ho 
of $440, 
farm pl 
be sligk 


rays shines on der foto cell. 
“Now assembel all der parts | 


Get a MA ‘und konnekt em op. In der efen-| 
FRESH SLANT ON ink you sets op der trap. Puts a 


Mgt0CK 010% 4 Bap ien turn ‘on der eekrik 


jooce. 

“Now den if der Maus krosses | 
der elektonnix beem, he instently | 
= |breaks der beem. Dot opperates | 
® \der two elektro magnets which | 
‘now pulls oud der pins dat sup-| 
/ports der four pannels un den— | 
W oopps — Schlapp — der two) 
\shprings shlam up der four pan-_| 
nels together. So der Radio now | 
mit a BANG krashes on top of der | 
|kerflummixt maus and kills em | 
dead—kaput.” 


fF, Elects MacNaughton 


fe | EE. B. MacNaughton, chairman of | 
js the board of the First National | 
|Bank, has been elected president 
'of the Oregonian Publishing Com- 
|pany, Portland, Ore., succeeding 
|Mrs. Caroline P. Leadbetter. Mrs. 
Leadbetter also retires as a mem- 
ber of the newspaper’s board and 
is succeeded on the board by her 
husband, Fred L. Leadbetter. 


wthousands of ad-men have found our 
stock photos ‘'click'' with their clients. 
Our file of 560,000 stock photos can 
serve your requirements efficiently . . . 
and economically. Why not try it? 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave., Chicago 5, Ill. 


@ KEEP YOUR EYES ON CHARLESTON 
AND THE CHARLESTON AREA MARKET 


@ In value of retail sales, both the City of Charleston and 
Charleston County led all of the cities and counties of 
South Carolina in 1946, according to Sales Management 
1947 Survey of Buying Power. 

Shipping through the port of Charleston, state port of 

South Carolina, showed the largest percentage of gain 

for the first nine months of 1947 of any port on the South 

Atlantic, according to statistics of the S. C. State Ports 

Authority and the Association of American Railroads. 


Fifty-five new industries located in the Charleston metro- 
politan area in the first eighteen months after January 
1, 1946 — and the value of manufactured products in 
1946 was nearly double that of pre-war 1941, according 
to official reports compiled by the Charleston Develop- 
ment Board. 


Passengers carried by the bus transportation system in 
the city of Charleston and the suburban areas in Charles- 
ton County totaled 31,292,000 in 1946 — more than 
three times the number carried in the pre-war year of 
1941, according to the annual report of the S. C. Power 
Co. for 1946. 


Electric service sales in the S. C. Power Co. distribution 
area, practically all of which is in the Charleston Area 
Market, were increased in 1946 by 11,633,729 kilowatt 
hours over 1945; and gas service within the municipal 
limits of Charleston in 1946 increased by 12,120,000 

cubic feet over 1945, according to the annual report of 
the S. C. Power Co. for 1946. | 


—KEEP YOUR EYES ON CHARLESTON! — 


To reach the busy, growing Charleston Market 
and 20 counties in the Charleston Area Market, 


PUT THESE PAPERS ON YOUR SCHEDULES 


CIRCULATION: Up from 44,041 in 1941 to 73,341 in December 1946 
MILLINE RATE: Only 2.47, lowest in S. C.; less than national average 


THE CHARLESTON EVENING POST 


het or ee 


REPRESENTED BY THE JOHN BUDD CO, 


|than 100 operators throughout the | 
_United States who operate more | 
|than 500 merchandise or service | 


chines, up from 250,000 to 450,-. 
000; double the present 750,000) 
penny gum and peanut venders, | 
and twice as many as the present | 
350,000 service machines such as | 
scales, coin changers, toilet locks | 
and parcel lockers. 

“In the operation of all but 
penny machines,” he _ declared, | 
“there is an average of at least) 
two people required to service, | 
make repairs and keep records for | 
each 100 machines.” 


Few Large Operators 


“This new method of retail sell- 
ing,” Mr. Greene pointed out, “is 
made up of small businesses. Out- 
side the penny field, there are less 


machines. | 

“When automatic merchandising | 
is universally adopted as an aid) 
to self-service, we will become so! 
entrenched in the American scene | 
that our method of selling will no| 
longer be singled out for special | 
taxes.” 


He stressed that among the new for Oldsmobile division next year. | let in Boston. 


machines in service are those in| 
more than 1,800 self-service laun- 


dries, and that these coin-operated | 
washers 
/more than $50,000,000 a year. 


are already taking in'| 


Telecoin, Inc., and Ald, Inc., | 


sy 


History isin the making ot Oldsmobile, In cclebwation of the Gfty yours just past ...ia anticipation of even greater yrare abead... Amrice's 
cilect wercer one fotanlectaner'in naw evinging wis. production on the Eroi of an entirely new cycle of mipertatively fine cars— 
the Fumnrcwsic Oldencbile. Wece is ¢ car so new and exciting, it requires brand new word—Fuiuramie—to describe it. A cat with 
aki te el Sal pdeela Ns bat chee ws Otaendi fare late Drive, A cat so advanced and ahead of the times it 


heralds the dawn of a new Golden Era in Oldsae! ites history. Wateh for the 1948 Futuramic Oldsmobile at your Oldsmebile dealer's. 
vo, 
cettenatine orosmosite'’s 


"NEW GOLDEN ERA'—That's the optimistic forecast of Oldsmobile division of 


General Motors Corp. in this full-color 
versary and announcing a 1948 line of 


of the times.” 


OLDSMOBILE 
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magazine copy marking its 50th anni- 
Futuramic Oldsmobiles—a car “ahead 


Futuramic Car 
Coming in ‘48, 
Oldsmobile Says 


Detroit — The Futuramic car | 
will provide the advertising theme 


| 


The General Motors Corpora- | 
tion division confirmed reports | 
that it will mark its 50th anni-| 
versary with an entirely new 
model in the “98” series. S. E. 
Skinner, general manager of the 


| Airs Boston Symphony 


|sorship. The first local advertise: 


554,700,! 
‘Nation: 
bout 7 


U.S 


The Boston Symphony Orchestra 
under conductor Serge Kousse- 
vitsky has been made available 
for cooperative broadcast spon- 


which operate Launderettes and | division, said the car would be so 
_Launderall laundries, respectively, | advanced in design that the word 
were both exhibitors at the meet-|«fPytyuramic” had been coined “to 
‘in. Telecoin displayed its soap- 
| vending machine (a reconverted 
|cigaret dispenser) as well as the 
and a 


| properly describe it.” The word 
|figures prominently in magazine 
jadvertisements announcing the 


‘is the Old Colony Trust Company, hir 
which will begin sponsorship Jan. 
13 over Station WCOP, ABC out- Plan 
a SEATT 
Goldgar Adds Accounts §. S. ar 
The Janice and Elbee Shoe #f pres 
Companies, Lynn, Mass., Leather fhave or; 
Clearing House, Boston, and the §Rnd Sh: 
American Basket Company, New fjuarter. 
York, have appointed Mike Gold- Binon a 
gar Company, Boston, to handle aign 
their advertising. 150 00t 
These 
ALLE: UBL: igi ridi 
BEGINNER'S LUCK ?§::\° 
e mecade 


Porgy ore Bendixes, 


'dispensers. Various types of the| 


new Tele-Juice machine to vend 
six-ounce cans of beverages. 


Hard to Sell Drink Venders 


Most machines displayed were | 
cigaret venders and soft-drink cup 
latter were shown, some mixing 
drinks, or dispensing three sepa- 
rate beverages, or cups of coffee. 
Lion Mfg. Company, Chicago, 
showed a new cup dispenser it is 
making for Pepsi-Cola Company 
—a fairly small unit in amount of | 
space occupied but holding 1,200 
cups, twice as many as most com- 
peting models. 

Spokesmen for several cup and 
bottle vending machine companies 
told AA that although Canada Dry | 
Ginger Ale, Dr. Pepper and others 
are interested in using machines, 
they are so far unable to spend 
the millions of dollars needed to) 
compete seriously with Pepsi-Cola | 
and, especially, Coca-Cola. 

Among other machines displayed | 
were various cigar venders, milk 
bottle venders, ice cream dis- 
pensers, a vender of tooth brushes | 
for 10 cents each, etc. 

Most of the exhibitors ques- 


| tioned by AA said the majority of 


their units will go into industrial 
plants, bus stations and other 
places, and will have little effect 
on regular retailing stores. 


To Briggs & Varley 


Duell, Sloan & Pearce, Inc., book | 
publisher, has placed its advertis- | 
ing with Briggs & Varley, New | 
York. 


new car. 

Oldsmobile and Cadillac are the 
only General Motors units which 
will offer new bodies and new 
styling in 1948. 

The new Oldsmobile will have 
lower, wider lines, increased win- 
dow area and added horsepower, 
a company spokesman said. The 
series will include a_ four-door, 
two-door and a convertible. All 
three lines—the “60,” “70” and 
“98”"—will offer GM Hydra-Matic 
drive as optional equipment. 
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Circulation of the New England 
1947 with more than 141,500 paid subscribers. 


Advertising lineage of more than 
another new high. 


stead's selling influence. 
Homestead for helpful, specific 


their problems. 


circulation are your guarantee of 


four out of every five farm families look first to the 


The Homestead's established prestige and its greater 


In 1948, advertise in the Homestead. 


rider 
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ealers 
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Bigger and Better than Ever ature, 
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Homestead reached a new high in bapers, 
electer 
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Six Media Boost 


National Volume 
by $194,000, 000 


New YorK —Despite an ap- 
parent slight decline in radio net- 
work billings, gains in national 
advertising in five other media 
will boost the total of the six from 
$1,018,000,000 in 1946 to $1,212,- 
000,000 in 1947; AA finds in a 
year-end check. 

’ The Magazine Advertising Bu- 
reau holds to its earlier estimate 
of $440,000,000 for magazines and 
farm publications (the total may 


be slightly higher) as compared 
with $381,000,000 in 1946. 
The Bureau of 


2,000,000 in newspapers’ 
nest advertising, representing an | 
increase of $102,000,000 from the | 
newspaper figure of $270,000,000 
ror 1946. 

The National Association 
Broadcasters believes that a an! 
line in combined volume of the 
our coast-to-coast networks, from 
nbout $192,000,000 in 1946 to | 
$190,000,000 in 1947, will be more 
han offset by a gain from $120,- 
00,000 to $140,000,000 in national | 


pot advertising during this period. | 


Outdoor Advertising Incorporat- 
pdreports that national advertising 
n this medium will be about $70,- 
100,000 in 1947, as compared with 
$54,700,000 in 1946, a gain of 25%. 
National” sually represents 
bout 70% of the outdoor total. 


U. S., Canadian 
hingle Makers 
Plan Ad Drive 


SEATTLE—Representatives of 16 | 
’.S. and Canadian manufacturers | 


ff prestained red cedar shingles 
lave organized the Stained Shingle 
nd Shake Association, with head- 
juarters here, and plan to embark 
pon a national advertising cam- 
aign. For the first year, about 
150,000 will be spent. 

These shingles and shakes, used 
or riding and roofing, have been 
eveloped largely during the past 
ecade and their primary distri- 
bution has been in the 11 western 
ates and western Canada. Pro- 
ucers in New York state, Ohio 
nd Minnesota, as well as those 
the Pacific Northwest, will join 
the new industry-wide promo- 
ional effort. 


Will Set Up Standards 


One major object of the asso- 


Biation will be the establishment 


f standards, thus setting up qual- 
y grades as a protection to the 


vider 


handied 
ealers. 


market. Distribution 
exclusively 


The advertising, educational in 
hature, probably will employ na- 
lonal magazines and_ business 
Papers. No agency has_ been 
elected yet. 


Philip W. Bailey, head of the 
Nes! Coast Stained Shingle Com- 
pan Seattle, has been named 
res\cent of the new association. 
Ythe officers include C. V. Wise, 
American Stained Shingle Com- 
Columbus, O., vice-presi- 
ind H. W. Neuman, Colonial 
Company, Seattle, secre- 
easurer. 


onson Heads Ashton 


t Aronson, an executive of 
on-Garfield, Boston agency, 
een elected president of the 
n Universal Corporation, 
York. He will also continue 
Hirshon-Garfield, which has 
named merchandising and 
rtising counselor of Ashton 
“nc its affiliates. 


iser and as an aid to building a) 
is | 
through) 


_ Last Minute News Flashes 
Mohawk Mills Increases Budget 25% 


| AMSTERDAM, N. Y.— Mohawk Carpet Mills has increased its 1948 | 
over last year and its consumer campaign | 
“style for better living.” 


| advertising budget 25% 


, will be based on the theme, 


The spring 


campaign includes full-color bleed pages in Bride’s Magazine, Bride’s 
Foss Book, Capper’s Farmer, Farm Journal, House & Garden, 


e Beautiful, Interiors, Ladies’ Home Journal and Life. 
pemeey Po company will supply transcribed spot announcements for 
Abbott Kimball Company, New York, is the agency. 


Gerber-Armour Baby Meat Test Extended 

NEw YorK—The test campaign for the Gerber-Armour baby meats, 
which started in New Britain, Conn., 
in five other cities—Beaumont and Port Arthur, Tex., Trenton, N. J., 
Flint, Mich., and Winston-Salem, N. C. Two more cities are expected 
to be added, dependent on supply. 
promotion, placed through Federal Advertising Agency here, and | 
which is currently confined to newspapers and point-of-sale material. | 


Anthracite Institute Starts Extensive Drive 


New YorK—The Anthracite Institute will launch an extensive 


dealer use. 


In addi- 


(AA, Sept. 15) is now running 


| newspaper, national magazine and business paper campaign beginning 


| Tribune and News. 


- Advertising, | in January, advising consumers to check with their dealers on the 
oe A, continues to estimate) size and supply of their anthracite needs. 


A spot opening of the drive 


| began here last week with advertisements running in the Herald 
J. Walter Thompson Company is the agency. 


oe tone Get Jordan Swim Suit Copy 


New YorkK—Jordan Mfg. Corporation will promote its Sea Nymph | 


swim suits next spring with color and black-and-white ads in Ameri- 


handles the account. 


can Magazine, Cosmopolitan, Life, Look, Modern Screen, Photoplay, 
The Saturday Evening Post and Seventeen. 


The Blackstone Company 


Railroads Maintain Same Ad Pace in ‘48 


| WASHINGTON—The Association of American Railroads plans to con- 


| tinue its regular magazine and farm publication advertising during | 
1948. Expenditures for space and production will amount to approxi- | 
mately $900,000, unchanged from 1947. 


| handles the account. 


LANSING, Micu.— Reo Motors, 


Benton & Bowles, New York, 


Adler Gets Reo Lawn Mower Ad Account 


Inc., has appointed William Hart 


Adler, Inc., Chicago, to direct advertising for Reo Tri-a-Lawn power 
mowers and Michigan noiseless hand lawn mowers. 


National maga- 


zines, business papers and direct mail will be used, calling for what 
is said to be the largest budget in lawn mower history. 


Conservation Ads 


New YorK—Last weekend a 
complete newspaper and spot radio 
campaign went into the mails from 
Sullivan, Stauffer, Colwell & 
Bayles to district committees of 
the American Petroleum Institute, 
stressing oil conservation with a 
new theme: “If everyone saves a 
little, there’ll be enough for all.” 


The campaign includes 28 news- | 
paper ads, radio spots, service sta- | 
tion pieces and cards for public | 


places. It will tell the public that 
demand is at a peak, that avail- 
able supply is the greatest ever and 
being increased by $4 billion in 
new equipment bought by the oil 
industry, and that the public can 
help itself in the shortage by home 


| heating conservation and less auto | 


| use. 
Will Boost Ad Totals 


The ads may be used by individ- 
ual companies and groups of com- 
panies in shortage areas, and ob- 
servers expect that conservation 
themes will add another $2,000,000 
to oil advertising. 

At the same time, API is switch- 
ing from its “rivalry”, theme in 
magazines to add material on the 
demand-supply situation. This 
copy change will take effect with 
February issues, and at least two 
more magazines are going on the 
API list, This Week Magazine and 
The American Weekly, with at 
least two more additions likely. 

The API also has a new series of 
recorded commercials and a re- 
corded five-minute participation 
show, starring Ed Thorgersen, 
sports announcer, going out to its 
members. 


K-F Sets Up Course 


Kaiser-Frazer Sales 
tion, Detroit, has established an 
orientation course for the training 
of field sales personnel. Included 
in the study are a “compare the 
ride’”’ demonstration, a tour of K-F 
divisions, lecture - discussion 
groups, sales correspondence, cus- 
tomer relations and sales promo- 
tion classes. 


API Launches New Eastern Colleges 
Fear Video Effect 


on Football Gate 


New YorK—Fear that television | 


will make substantial inroads on 
college gate receipts was expressed 
by the Eastern College Athletic 
Conference here Thursday. It 
voted to appoint a committee to 
study the problem and cooperate 
with other groups in united action. 

Ralph Furey, director of athle- 


tics at Columbia University, and | 


president of the conference, said 
that the college crowds were not 
affected this season and that the 
move was being taken as a pre- 
caution for the future. 

The conference seemed to be- 
lieve that individual universities 
would fare better if the television | 


| rights were assigned on a national 


basis rather than for each college 
to handle its own contracts, as is 


| now the practice. 


Corpora- | 


Mr. Furey said he will appoint 
the television committee, 


eastern group before the end of 
the year. 


‘South Bend Tribune’ 
Boosts Price of Daily 


The South Bend Tribune has in- 
creased its price from three to five 
cents for the daily issue, and its 
weekly price from 25 to 30 cents, 
including the Sunday issue. The 
price of the latter remains at 10 
cents. 

F. A. Miller, president and edi- 
tor, said the Tribune was com- 
pelled to boost the prices because 
of increasing costs of “newsprint, 
labor and almost everything else 
that enters into newspaper pro- 
duction.” The Tribune’s circula- 
‘tion is close to 100,000. 


Nicoll Joins WNAX 


Angus M. Nicoll, formerly pro- 


motion manager of KOIL, Omaha, 
KFOR, Lincoln, Neb., and WDGY, 
Minneapolis, all Stuart stations, 


has joined Station WNAX, Yank- 
ton, S. D., in the same capacity. 
He succeeds the late James H. 
Allen. 


which | 
will make recommendations to the | 


Paper Brands Ad 
Tax as Reprisal 


CHESTER, Pa.—Charging that the 
city council levied a discrimina- 
tory 2% tax on gross advertising 


receipts because the Chester Times | 


|had opposed its members in a 


/recent election, Publisher Alfred | 


'G. Hill declared last week that 
the tax will be fought in the 
courts, if adopted by the city. 
“There is a danger,” the paper 
|declared in a front page box, “that 
political subdivisions will use the 


authorities.” 

The Times, Chester’s only daily 
newspaper, has fought the five 
council members continuously 
since they were nominated as can- 
didates of the local Republican 
machine, which 
held the reins of Chester and Dela- 
ware county politics for the past 
|40 years. 
| Only last September the council 
/members threatened to sue the pa- 
per for libel if it did not retract a 
story that the council was consid- 
|ering imposing a wage tax in the 


Bakers fo Stress 
Saving of Food in 
Industry Campaian 


Cuicaco—“The Bakers of Amer- 


|ica” will launch their national ad- 


vertising campaign for the indus- 
try, on a timely note of food con- 


| servation, with a four-color spread 


tax power to threaten publications | 


| whi t - rage 
The companies pay sehetiy for |“ ich do not agree with the taxing 


in the Feb. 27 Life. 

The industry’s promotional pro- 
gram, given unanimous approval 
by the executive committee of the 


| American Bakers Association, calls 
‘for a 1948 budget of $742,500. 
| Foote, Cone & Belding, Chicago, 


has been appointed to handle the 


| program. 


is said to have) 


| publications, 


The conservation theme will be 
stressed in national magazine ads, 
copy in food trade and medical 
merchandising  tie- 
ins, consumer education, local pro- 


/motion by individual bakers and 


city. The ultimatum gave the pa- | 


per 24 hours to comply, but the 
| Times rejected it. 

And last week, the proposal to 
impose a 2% gross levy on receipts 
of newspapers and radio stations 
in the city passed first reading. 
There are no other daily newspa- 
pers nor radio stations inside the 
city limits. 

If passed at the final reading on 
Dec. 29 and signed by the mayor, 
the tax will take effect Jan. 16. 
“The Chester Times will go right 
on operating with its present poi- 
icy, irrespective of the outcome,” 
the publisher declared. He prom- 
ised, however, that court action 
would be taken against the 
measure. 


Amvets Elect Hughes 


John Hughes, J. B. Woodward, 
Inc., last week was elected com- 
mander of the Chicago Advertis- 


| public relations. 


‘Handle with Care’ 


The inaugural spread will urge 
consumers to “Handle with care 
. Buy wisely, eat sensibly, use 


|every crumb of precious bakery 


jlucky .. 


foods and . . . You’ll be double 
. Lucky once because de- 


licious bakery goods are mighty 


_good for you, as well as good to 


|look at, good to eat. . 


|insertions in Life, 


. Lucky 
twice, because enriched bread, the 
bakery food that you eat the most 
of, is the best food value you can 
buy.” 

In addition, the 1948 campaign 
calls for seven other four-color 
six four-color 


| pages in the Ladies’ Home Journal 
‘and five four-color pages in Mc- 


ing Post of the American Veterans | 


of World War II. Others elected 
were: lst vice-commander, Jim 
Kurz, Swaney, Drake & Bement; 
2d vice-commander, Jack Mc- 
Carthy, Parents’ Magazine, and 
3rd vice-commander, Jack Kelly, 
Look. 


EB Films Names Healy 


Laurin H. Healy has been pro- 
/moted from public relations direc- 
tor to director of public relations 
l!and advertising for Encyclopaedia 
| Britannica Films, Chicago, suc- 
| ceeding Jack C. Coffey, who has 
|resigned effective Jan. 1 to open 
his own distributing company for 
visual training materials for busi- 
ness purposes. 


Form New Trade Group 


A group of magazine subscrip- 
tion agencies have formed a new 
trade association to be known as 
the National Association of Sub- 
iscription Agencies, Inc. Harold 
|Delaney, executive vice-president 
of Union Circulating Company, 
New York, is president. The new 
organization will be located at 280 
Madison Ave., New York. 


In its first major sports broad- 
casting venture, R. J. Reynolds 
Tobacco Company will sponsor the 
New Year’s Day Cotton Bow] foot- 
ball game between Southern Meth- 
odist and Penn State, over the 
Mutual network. 


To Badger & Browning 


Badger & Browning & Hersey, 
New York, has been named to di- 
rect the advertising of the gift 
fruits and new orange drink of 
Cobbs Fruit & Preserving Com- 
pany, Miami, Fla. 


Forms Memphis Agency 
Getz Crenshaw, in the advertis- 
ing agency business for the past 
18 years, has established Getz 
Crenshaw Advertising Agency in 
the Shrine building, Memphis. 


ers” 


'Call’s Magazine. 


Copy also will 
appear in the Journal of the 
American Medical Association, 
Modern Medicine, National Groc- 
ers’ Bulletin and Progressive 
Grocer. 


Broad Program 


Merchandising tie-ins will in- 
clude reprints of the first Life 
spread, truck panel posters repeat- 
ing the theme, end seals, outserts 
and bread wraps, local newspaper 
advertising, radio “thought start- 
and Life merchandising 
pieces designed to show subscrib- 


'ers to the industry program how 


|Sills & Co., 


they can best tie in locally. 

A consumer education program, 
through the American Institute of 
Baking, and a public relations 
program, in charge of Theodore R. 
Chicago, will round 
out the program. 

During the first year the Ameri- 


|can Institute of Baking will con- 


| president, 


Reynolds Sponsors Game 


centrate upon reaching the 32,- 
000,000 students in elementary 
and high schools and _ colleges, 
stressing the importance of bak- 
ery products to nutrition and the 
nation’s eating habits. 


Colorado to Catalog 
Promotion Agencies 


Galen E. Broyles, Denver agency 
has been appointed 
chairman of the promotion com- 
mittee of the Governor’s Council 
for Resources Development, which 
plans to compile a complete list 
of public and private agencies 
which handle promotional work in 
Colorado. He succeeds Hugh 
Terry, manager of Station KLZ, 
Denver, who recently resigned. 
The governor’s group, set up to 


explore and develop state re- 
sources, is headed by President 
Robert L. Stearns of the Univer- 


sity of Colorado. 


Plans Tile Campaign 


Flintkote Company 
Ltd., Long Branch, 
pleted plans for a campaign in 
magazines and business papers, 
starting in February, for Tile-Tex 
asphalt floor tile. Alford R. Poyntz 
Advertising, Toronto, is handling 
the advertising. 


of Canada 
Ont., has com- 
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- SELL-ective Plus 
.. that help 


The “extra-curricular” services provided by the Haire organization 
for your buyer-readers help make them more than cold cards or sten- 
cils on a subscription list. 


They become warm business friends who automatically look to 
the Haire organization for specific merchandising services and fac- 
tual data unobtainable elsewhere ...to help them sell goods. 


It is little wonder then, that many buyer-subscribers have been 
paying to get their particular Haire magazines from 10 to 30 years 
and even longer. 


BUYER INFLUENCE, the end objective of your trade advertising has 
been pre-built for you in your specialized Haire publication. The 
many “behind the scenes” plus services we render create a greater 
influence for you than can be won by editorial pages alone . . . and 
they further strengthen the position of each Haire publication as the 
No. | authority in its specific field. 


All the resources of the Haire organization—and its innumer- 


. The Power of i 
able plus services to the merchandising world — contribute 
ALL toward making the specialized Haire publication of your field, 
for the strength its spokesman and authority. 
of EACH 


Some of these plus services are displayed on this page. 


More EFFECTIVE because they’re MORE SELL-ective! 


READERS’ 
SERVICE 


Over 7500 requests 
for merchandising in- 
formation reach the 


Haire Readers’ Serv- . 


ice Department each 
year. 


GLOSSARIES 
AND SALES 
MANUALS 


Of ever growing im- 
portance is proper 
sales training. Haire 
meets this need with 
glossaries, manuals 
and reprints for all 
fields. 


PUBLIC 
RELATIONS 


Services 
sell goods 


EXTENSIVE 
MERCHANDISING 
LIBRARY 


Buyers, manufac- 
turers, advertising 
agencies resort to the 
well stocked Haire 
Merchandising Library 
for basic information. 


Fourteen annual and 
semi-annual direc- 
tories are the daily 
“buying” tools of 
Haire subscribers 
from coast to coast. 


| \ 


REFERENCE 


The Haire Research 
Department prepares 
market studies, re- 
ports, trend analyses 
on request. 


EMPLOYMENT 
AND CONTACT 
SERVICE 


Haire executives have 
brought thousands 
of manufacturers, 
wholesalers, retailers 
and salesmen to- 
gether in life-long 
association, 


Haire editors and ex- 


ecutives are affiliated 
with 54 trade associa- 
tions and 45 general 
business groups — in 
raising ethics and 
standards of practice? 


in a series 
SELL-ECTIVE 
SERVICES THAT 

MOVE MERCHANDISE 


oe 
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gS 
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ADMINISTRATIVE 
“HOW TO” 
INFORMATION 


Haire editors, busi- 
ness managers and 
the publisher fre- 
quently publish timely 
books and pamphlets 
for top level merchan- 
dise management. 


SERVICE 


| \ 


For its subscribers and 
advertisers the Haire 
organization main- 
tains a well-equipped, 
well-trained mailing 
department for sup- 
plementary activity. 


Continuous files of 
all Haire publications, 
.some going back as 
far as 1874 are open 
for reference to the 
merchandising world. 


Manufacturers, espe- 
cially newcomers to a 
field, frequently ask us 
for advice in handling 
new products to avoid 
pitfalls of others. 


MERCHANDISING PUBLICATIONS 


Information headquarters for 9 Major Markets 
HAIRE PUBLISHING COMPAN Y. 1170 sroapway, new york 1 - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - LONDON 
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